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Abstract
Block, Brittney Chantelle. MA. The University of Memphis. May 2013. Mobile
Applications and Advertising: Scan vs. Shazam. Major Professor: Dr. Sandra Utt
Building from the Technology Acceptance Model, this exploratory study sought to
determine smartphone users’ acceptance of two advertising intermediaries: Scan and
Shazam. These two mobile applications were on the forefront of mobile advertising for the
past few years; however, professionals continued to discuss whether consumers would
increasingly use these applications to facilitate their advertising or purchasing experiences.
Three focus groups, consisting of 18- to 24-year-old daily smartphone application users,
were conducted to assess the acceptance of Scan and Shazam based on perceived
usefulness and perceived ease of use. Results indicated that while both Scan and Shazam
were easy to use, each application’s usefulness in regards to advertising was not as clear.
Strong interest in a product, service, or business was necessary for use of either application,
and in some cases, curiosity alone was a factor. Advertising medium and
application-specific capabilities also determined usefulness.
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Mobile Applications and Advertising: Scan vs. Shazam
Introduction
Apple had it correct in 2009 when it famously launched its “There’s an App for
That” campaign (Van Grove, 2010). In early 2011, the Android Market and the iPhone App
Store had both published more than 500,000 mobile applications (Apple 2012b;
Mikalajunaite, 2011). Most recently, CNET writer Tibken (2012) reported that the
Android Market, renamed Google Play (Valazco, 2012), had matched Apple’s number of
downloadable apps—700,000. As the number of available mobile applications has rapidly
increased across all platforms, mobile application advertising has increased as well. Within
the past few years, research companies such as Nielsen and Pew Research have determined
some key insights regarding mobile application use, m-commerce, and in-app advertising.
In 2010, Nielsen released The State of Mobile Apps. More than 4,000 mobile
subscribers were surveyed about their mobile application use. This survey found that the
most popular categories of apps used were games, weather, maps/navigation/search, and
social networking. These were followed by music and news applications. Despite
differences among the mobile operating systems of iPhone, Android, Blackberry, and
Windows Mobile, Facebook, The Weather Channel, and Google Maps were among the top
five most popular apps used within the past 30 days by those surveyed. The survey also
found that iPhone users were the most apt mobile subscribers to purchase mobile
applications compared to Android and Blackberry mobile subscribers. In regards to in-app
advertising, 13 to 17 years and 18 to 24 years were the age ranges most likely to view
advertisements. Of all mobile subscribers surveyed, the majority preferred to view an
advertisement within a mobile app rather than outside of it. After viewing an
1

advertisement, mobile subscribers mainly searched for information about the products or
services or shared information about them via word-of-mouth or online linking (Nielsen,
2010).
As a follow-up study in 2012, Nielsen released State of the Appnation—A Year of
Change and Growth in U.S. Smartphones. While most information held steady from the
2010 report, three important new trends emerged. First, the overall number of smartphone
users increased from 38% to 50.4%. This meant that one in two mobile subscribers owned
a smartphone by September 2012. Next, the average number of apps downloaded on a
single smartphone increased by 28%, from 32 mobile apps to 41. Finally, not only have
smartphone users downloaded more apps, but they have also spent more time on them
versus using mobile web browsers. The Nielsen report found an increase in this time
allocation, from 73% to 81% (Nielsen, 2012).
Pew Internet (2011) released a report about adult cell phone owners and their use of
mobile applications. During one month, 2,260 adults were surveyed about their overall
mobile application use. This study found that 42% of all U.S. adults had cell phones with
apps, but most adults with apps on their cell phones only used them 68% of the time.
Young adults living in urban and suburban areas with higher incomes and education levels
performed the majority of mobile application downloading. Nearly identical to earlier
findings by Nielsen, results showed that games, weather, social networking, and
maps/navigation/search were the categories most downloaded. These were followed by
music and news applications. Men were more likely than were women to download an
application that would help them with purchasing decisions. Half of those surveyed said
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that they had paid for a mobile application at some point, typically under $5 (Pew Internet,
2011).
Pew Internet (2012) also released The Future of Apps and Web the following year.
As mobile application downloads skyrocketed in 2011 and time spent on them increased by
91% between June 2010 and June 2011, this opt-in survey sought to record technology
experts’ and critics’ opinions regarding future app use versus web browser use. The
majority of respondents, 59%, believed that the World Wide Web would continue to thrive
by 2020. In comparison, 35% of respondents believed that most people would prefer to use
targeted applications by 2020. Pew Internet released the following statement regarding the
collection of data and its findings.
While 59% agreed with the statement that most people will trust and rely upon the
open Web to access and share information over the Internet, a significant number of
the survey participants said the true outcome will reflect parts of both scenarios,
and some people said their choice of the Web as the winner was their ‘vote’ for
what they hope to be the 2020 outcome. (Pew Internet, 2012)
Supporting Pew’s findings, Lomas (2013) also reported detailed findings from
Flurry, an analytic company that specializes in measuring mobile application usage. The
results were astounding.
The company found the iOS and Android app economy is in rude health: with
consumers spending 80% of the average two hours and 38 minutes per day that they
use smartphone and tablets spent inside apps, while only a fifth of that time (20% -or 31 minutes) is spent using mobile web browsers. (Lomas, 2013)
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The measurements indicated that gaming applications were used most frequently followed
by Facebook, entertainment, utility, and social networking applications. The most used
web browser operating system was Safari followed by Android Native and Opera Mini.
The importance of this information cannot be underestimated by the advertising
industry. Mashable’s Indvik (2011) reported the findings from a mobile commerce study in
which mobile purchases were found to be on the rise; 47% of smartphone users planned to
make future purchases on their devices via web browsers or mobile applications, and 20%
of smartphone users had already adopted their devices as virtual wallets (Indvik, 2011).
While these numbers show great potential for smartphone sales facilitated by mobile
advertising, it seems as though it is still in its infancy. In 2011, the amount of advertising
dollars spent on mobile was only 1% compared to 23% of time consumers spent on the
medium (Farago, 2012). Despite the medium’s ubiquity, only $6.4 billion were spent
globally in 2012 on mobile advertising, including banner ads and rich media, search,
messaging, and video (Ad Age, 2012).
Advertising Intermediaries
A new type of mobile advertising has emerged, though, hoping to take advantage of
this growing opportunity: the advertising intermediary. Mobile applications, especially
free ones, are typically plastered with in-app advertising to provide application developers
with a revenue stream; however, application users overwhelmingly find these
advertisements annoying as they interrupt the mobile experience (Tapjoy, 2012). While
Tapjoy (2012) suggested giving application users control or rewards in order to enhance
each user’s in-app advertising experience, the advertising intermediary works in a
completely different way. As defined within this study, an advertising intermediary is any
4

mobile application downloaded by a consumer that can operate as a link between a
company’s traditional advertisement contents and its online contents through interactive
use. Basically, the advertising intermediary is downloaded and used at will by mobile users
in order for them to further interact with a product or brand. This is also known as mobile
pulling in contrast to mobile pushing (Okazaki & Barwise, 2011). Ad Age (2012)
pinpointed two types of these advertising intermediaries, including barcode scanners and
second screen applications. A barcode scanner is any mobile application that uses a
smartphone’s camera to scan barcodes—UPCs, QR codes, JAGTAGs, Microsoft Tags,
etc.—and ultimately retrieve relevant information or links via the smartphone’s web
browser. In contrast, a second screen application, also known as a “TV companion app”
(Santos, 2013), is any mobile application that enhances a user’s television viewing
experience via interaction or participation. Examples of each of these advertising
intermediaries respectively include Scan and Shazam.
Scan
According to the Scan website, Scan is a mobile application that enables a user to
scan a barcode or QR code using a smartphone’s camera to retrieve linked information
(Scan, n.d.-a). QR codes have been used for many years, but the way they are used has
changed. Initially used by the automotive industry (Sullivan, 2011), QR codes are now
used by many advertisers and marketers to link consumers using traditional forms of
advertising to additional online content. This is done through scanning the QR code with a
mobile application such as Scan. The QR codes are typically black and white barcode-like
graphics made up of tiny squares (Mashable, 2013); however, variants of QR codes do
exist. Companies can now include their logos or specific colors within the QR code to
5

make it more recognizable or aesthetically appealing (QRme.co.uk, n.d.). These marketing
tools can be produced for free online and easily added to any advertising campaign
creative. When a QR code is scanned using a mobile application such as Scan, the app
automatically connects a user to a linked website or contact information within the
smartphone’s web browser, providing more information about the product or brand
associated with the QR code. A QR code can be featured in print or digital formats, both of
which Scan will retrieve. Scan has been rated by users as a top barcode and QR code
scanner and is available across Android, iPhone, and Windows platforms (Scan, n.d.-b). In
fact, Scan announced in late 2012 that it had reached 25 million downloads, prompting the
company to introduce a faster version of the mobile application called Scan 2.0 (Scan,
2012).
Shazam
Shazam, on the other hand, started in 2002 as a UK-based music discovery service
(Shazam, n.d.-b). The mobile application primarily serves as an audio tagging device to
discover new music. For example, a user can tag a song playing on the radio or television
by touching the Shazam button in the application. Then, the application listens to the
music, retrieves the audio clip information from its database, and provides the name of the
song, the artist, lyrics, a link to the music video, and other information about the song to the
user within the application (Shazam, n.d.-b). The company offers several different
advertising options to potential clients, including reach banners, targeted banners,
sponsorship of the Shazam Listening Screen, and, its newest engagement solution, Shazam
for TV, which allows clients to customize a list of linked information formatted to fit their
needs (Shazam, n.d.-a). Most recently, Shazam for TV was used on a large scale by
6

advertisers who participated in the 2012 Super Bowl (Shazam, 2011a). Before that, major
companies, such as Starbucks, Honda, and Progressive, lined up to integrate Shazam for
TV into their commercials (Shazam, 2011b). The service was first used in Docker’s Super
Bowl 2010 commercial entitled “I Wear No Pants” (Shazam, 2010). According to early
results from some of the first Shazam for TV campaigns, the service was successful. In one
campaign, Shazam for TV drove 20% more traffic to a micro site than all other sources
used. It was also found that tagging audio from a commercial with Shazam occurred three
times more on average than clicking-through an advertisement and that 27% of users who
Shazam’d an advertisement either shopped, downloaded a song from the advertisement, or
viewed additional content (Shazam, 2011b). It has become one of the top 10 most
downloaded mobile applications of all time (Apple, 2012a). Because of Shazam’s success,
marketers and advertisers alike have become very interested in Shazam as a top second
screen application.
Both of these advertising intermediaries have the potential to positively change
mobile advertising by increasing consumer interactivity. In fact, adult barcode users
surpassed 26 million in 2012, and 43% of smartphone users used a downloaded application
while watching television (Ad Age, 2012). Moreover, 11% of consumers scanned a QR
code and 5% of consumers tagged audio via Shazam (Accenture, 2012). Therefore, this
exploratory study, framed by the Technology Acceptance Model (TAM), sought to
determine smartphone users’ acceptance of scanning QR codes with Scan and tagging
audio with Shazam.
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Literature Review
The Technology Acceptance Model (TAM)
According to an overview by Chuttur (2009), the Technology Acceptance Model
(TAM) is an extension of the Theory of Reasoned Action (TRA). Typically used within the
Information Systems community, TAM focuses on “system use [as] a response that can be
explained or predicted by user motivation, which, in turn, is directly influenced by an
external stimulus consisting of the actual system’s features and capabilities” (Chuttur,
2009, p. 1). Davis (1985) determined three factors of motivation, including perceived ease
of use, perceived usefulness, and attitude toward using the system. Initially, he
hypothesized the following relationships among the three factors:
…the attitude of a user toward a system was a major determinant of whether the
user will actually use or reject the system. The attitude of the user, in turn, was
considered to be influenced by two major beliefs: perceived usefulness and
perceived ease of use, with perceived ease of use having a direct influence on
perceived usefulness. Finally both, these beliefs were hypothesized to be directly
influenced by the system design characteristics…. (Chuttur, 2009, p. 2)
Davis (1985) defined perceived usefulness as “the degree to which an individual
believes that using a particular system would enhance his or her job performance” (p. 26)
as recommended by Ajzen and Fishbein (1977). Also recommended by the researchers,
Davis (1985) defined perceived ease of use as “the degree to which an individual believes
that using a particular system would be free of physical and mental effort” (p. 26). In order
to measure these two factors, Davis used psychometric scales from psychology. Upon
further experimentation and the collection of results, TAM continued to evolve from
8

Davis’s initial hypotheses. The final version of TAM (Venkatesh & Davis, 1996, p. 453)
eliminated the attitude factor and included behavioral intention instead. Because of TAM’s
ability to collect reliable results, it has become the most-used behavioral theory in studying
mobile advertising research beyond the theory of planned behavior, the diffusion of
innovations, the expectation-(dis)confirmation model, and the theory of reasoned action
(Kim, Park, & Oh, 2008; Okazaki & Barwise, 2011; Zhang & Mao, 2008).
Mobile Advertising Research
According to Okazaki and Barwise (2011), early mobile advertising research
focused on push advertising using SMS. One study conducted by Zhang and Mao (2008),
examined the acceptance of mobile SMS advertising among young Chinese consumers.
The researchers used a modified Technology Acceptance Model (TAM) in order to study
consumers’ intentions on reading a mobile advertising message and then acting on the
mobile advertising message’s text. The authors tested a total of 11 hypotheses related to
this topic. Results were collected from 262 surveys that were administered to mobile phone
users between 21 and 35 years of age. Results indicated that perceived ease of use and
perceived usefulness both predicted mobile users’ intentions to use mobile SMS
advertising. It was also found that trust and subjective norms contributed to the intentions
to use the advertising technology as well. Overall, 10 out of the 11 hypotheses were
supported excluding the positive effects of perceived sociality usefulness on perceived
usefulness. In the final discussion of the paper, the authors stated:
This study confirms the attempt to apply a model that was developed in the
information technology field to predict the acceptance of SMS advertising.
Importantly, it also verifies our assumption that use of SMS advertising is a
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reasoned action, and that it can therefore be studied with a TRA-derived model, i.e.,
TAM. (Zhang & Mao, 2008, p. 798)
Another TAM study conducted by Kim et al. (2008) examined factors that
influenced consumer adoption of SMS in Korea. The researchers chose continued intention
as a dependent variable and perceived usefulness, perceived ease of use, perceived
enjoyment, perceived monetary value, network factor, interface convenience, context
controllability, and media richness as independent variables. Data were collected from 195
surveys that were administered to a convenience sample of Korean junior high and high
school students, undergraduates and graduates, and office workers who owned a mobile
phone and used SMS. The researchers tested a total of 13 hypotheses; only three were
rejected within the study. Results indicated:
[The] structural equation model identifies perceived enjoyment (PENJ), perceived
monetary value (PMV), perceived usefulness (PU), and perceived ease of use
(PEU) as four major factors that directly affect Korean mobile phone users’ SMS
adoption. [It was also found] that network factor (NET), interface convenience
(IC), and context controllability (CC) have significant indirect impacts on
consumer adoption of SMS through their respective paths on perceived usefulness
(PU) and perceived ease of use (PEU). [The] findings demonstrate that SMS must
be perceived as enjoyable and pleasant, because consumers’ motivation to use
enjoyable and pleasant services like SMS enhances their value perceptions of SMS
such as perceived usefulness (PU) and perceived ease of use (PEU). The findings
also suggest that more convenient and easier-to-use system interfaces, greater
context controllability across various SMS usage contexts, and greater network
10

externalities can facilitate SMS adoption in the future. (Kim, Park, & Oh, 2008, p.
769)
Since these two studies were first conducted, several new types of mobile
advertising have emerged, including push mobile advertising beyond SMS, pull mobile
advertising, and mobile application advertising which consists of branded mobile
applications, mobile application games, advertising intermediaries, and others. A few
initial studies regarding QR codes (e.g., Narang, Jain, & Roy, 2012; Okazaki, Li, & Hirose,
2012; Okazaki, Navarro-Bailόn, & Molina-Castillo, 2012; Scornavacca Jr. & Barnes,
2006) and mobile application advertising have been conducted; however, academic studies
on Shazam have been lacking so far.
Scornavacca Jr. and Barnes (2006) initially studied three cases of barcode-enabled
m-commerce in Japan (NTT DoCoMo), the United Kingdom (12snap), and New Zealand
(Vodafone and mTicket). This study found two business models in which barcodes could
be used. These included push and pull business models. The push business model relied
upon a barcode being sent by SMS to a mobile device equipped with a barcode reader. The
pull business model relied on the consumer to use a mobile device equipped with a barcode
reader to pull information from print or digital barcodes at will. Each of these business
models had specific benefits and issues; however, the pull business model required
interaction from the consumer who desired more information and interaction, and it was
also the optimal choice for markets where advanced devices were in use. Though the study
did mention that barcodes may be substituted in the future for other technologies such as
Personal Area Networks like Bluetooth capabilities, the authors’ correctly predicted that
short-range enabled devices would become a common standard and ultimately influence
11

the future of m-commerce technologies, including barcode use and wireless applications
(Scornavacca Jr. & Barnes, 2006).
Using grounded theory, Okazaki et al. (2012) conducted three studies in Japan in
order to benchmark the use of QR codes in mobile promotion. The first study was a content
analysis. Ten students collected QR codes in this study via smartphone photographs. Each
usable photograph, one that could be successfully scanned by a barcode reader, was used in
the study with the exclusion of duplicates. A total of 260 QR codes were used, and each
was coded for type of medium used, type of product promoted, and the encoded contents.
Results concluded that print media including magazines, flyers, handouts, and newspapers
were the most used media for QR code promotion. It was also found that service products
such as restaurants, fast food, real estate, education, retailing, clinics, dentists, beauty
parlors, and gas stations were the most prominent type of promoted product. Service
products were closely followed by cosmetics and clothes. Lastly, results indicated that
85% of the QR codes did not offer a direct incentive. Instead, the QR code linked to
information from corporate websites, brand websites, or other types of publicity. Of these
sites, only 26% offered an incentive to consumers. However, the majority of QR codes did
link to loyalty programs (Okazaki et al., 2012).
The second study involved the moderation of focus groups. Five key informants
who were knowledgeable about or had experience with QR code promotion were selected
for each focus group. The goals of this study were to determine the expected benefits of QR
code use, the contextual factors that trigger QR code access, and the primary obstacles that
impede QR code access. After each two-hour long focus group, transcripts were
immediately coded in two ways: initial coding and focused coding. Results concluded that
12

the participants almost unanimously perceived the receipt of coupons, sweepstakes, or
other promotional offers as the primary benefit of scanning a QR code. It was also found
that the focus group participants overwhelmingly preferred to scan QR codes from home
rather than in public spaces. Because this study was conducted in Japan, this finding was
linked to Japanese culture in which personal space is highly respected in public, so taking a
picture of a QR code in a public space would be disruptive to others. The researchers
indicated that this finding specifically “contradict[ed] the most essential benefit of the
mobile device—ubiquity” (Okazaki et al., 2012, p. 112).
The final study conducted was an online consumer survey that assessed consumers’
perceptions of privacy concerns, trust, and transaction risks associated with accessing a QR
code. In this particular study, trust was parsed out in three dimensions including
regulation-based trust, integrity-based trust, and industry-based trust. Two-hundred forty
participants were selected by the researchers as a quota sample similar to Japan’s actual
population. The survey used a scenario method in which three groups of 80 participants
each responded to one of three fictitious scenarios based on medium and location. The
results concluded that respondents found QR codes to be somewhat trustworthy and that
the perceptions of privacy concerns and transaction risks varied among scenarios due to
medium and location (Okazaki et al., 2012).
In an alternative study that used the Elaboration Likelihood Model, Narang et al.
(2012) conducted an experiment to uncover the effect of QR codes on consumer attitudes.
This was broken down into three parts, including attitude toward the advertisement,
attitude toward the brands, and purchase intentions. With that in mind, the researchers
sought to test three hypotheses. First, they wanted to know whether the level of product
13

involvement would negatively affect consumer attitudes. Second, they wanted to know if
the mere presence of a QR code within an advertisement would create a more favorable
impact on consumer attitudes rather than the absence of a QR code. Third, they wanted to
determine if the impact of QR codes in an advertisement would depend on the nature of
product involvement of the consumer. In order to test these hypotheses, the researchers
developed a 2x2 full factorial experiment. A total of four print advertisements were created
with product involvement and QR codes as the independent variables; one high level
product involvement advertisement was presented with and without a QR code, and one
low level product involvement advertisement was presented with and without a QR code as
well. The dependent variables were consumer attitudes, which were all measured on a
seven point semantic differential scale. Results indicated that the higher level of product
involvement did negatively affect consumer attitudes, and the impact of a QR code in an
advertisement did depend on the nature of product involvement of the consumer. However,
the presence of a QR code within an advertisement did not have a favorable impact on
consumer attitudes (Narang et al., 2012).
Framed by utility maximization theory, Okazaki et al. (2012) conducted a study
regarding privacy concerns in QR code mobile promotion. The researchers tested three
hypotheses. First, they wanted to know if high social anxiety leads to greater information
privacy concerns. Second, they questioned if high situational involvement leads to greater
information privacy concerns. Third, they wanted to know if higher social anxiety exhibits
a more positive effect on information privacy concerns as situational involvement
increases. After conducting a scenario method survey with 667 respondents in Japan, the
researchers described their results in the following sentences.
14

The results indicate that most of the main effects are supported for both moderators.
There are strong interaction effects of social anxiety and situational involvement in
intention to protect and intention to fabricate personal information. Our study
suggests that QR code promotion is a practical and useful tool for loyalty, and its
use may significantly depend on its context, whether physical or psychological.
(Okazaki et al., 2012, p. 91)
While this small number of QR code studies related to advertising and marketing
has emerged in academia within the last year, the mobile application Shazam has yet to be
studied in the same capacity. So far, the company has been the only entity publishing
research results on its press release webpage. Despite an overwhelming amount of
impressive proprietary results, much is still open to observation surrounding the argument
of whether or not Shazam will become the new QR code (e.g., Glasier, 2012; Murphy,
2012; O’Brien, n.d.; Zucker-Sharff, 2011). This exploratory study begins to answer the
above question by asking the following research questions based on the Technology
Acceptance Model.
RQ1a: Do smartphone users perceive scanning QR codes with Scan as useful?
RQ1b: Do smartphone users perceive tagging audio with Shazam as useful?
RQ2a: Do smartphone users perceive scanning QR codes with Scan as easy to use?
RQ2b: Do smartphone users perceive tagging audio with Shazam as easy to use?
Method
Five focus groups were conducted by the researcher at the University of Memphis
between February 27 and March 18, 2013. The first focus group was conducted as a
pre-test, and the responses from two of the focus groups, one with three participants and
15

one with six participants, were combined, forming a total of three focus group transcripts
for analysis. Each focus group was composed of seven to nine heterogeneous participants
in accordance with Lindlof’s (1995) recommendation of six to 12 participants. Nielsen
(2010) research indicated that adults between the ages of 18 and 24 are the second highest
age group that always looks or sometimes looks at mobile advertising. The only age group
that surpasses them consists of minors between the ages of 13 and 17 (Nielsen, 2010).
Because of this, participants between the ages of 18 and 24 were solicited to participate in
this study instead of minors. The University of Memphis student population was used as
the recruiting pool for convenience, though some participants did bring other participants
with them from outside of the university. A total of 24 self-selecting participants were
recruited and met the requirements for participation in the study. Requirements beyond age
included owning a smartphone that could be used at the time of the study and being a daily
user of smartphone applications. All participants signed a consent form before
participating in the study.
In order to accurately record responses, a transcriber was present, and each session
was filmed with a Flip video camera. Each session lasted approximately 45 minutes to an
hour in order to gather detailed information from participants via open-ended questions
and interactive tasks (see Appendix A, Moderator’s Guide). The interactive tasks required
downloading and using the Scan and Shazam applications via a smartphone. An existing
Shazam-enabled commercial was shown to participants, as well as another version of the
same commercial that used a QR code instead. Participants were asked to scan the QR code
using Scan and tag the audio using Shazam. The pre-test indicated that the QR code could
not be scanned on the available projector screen, so a print version of the QR code was
16

given to participants during the focus group instead. This allowed the researcher to
conveniently recreate the optimum experience of scanning a QR code with Scan for the
participants without obtaining additional equipment.
Results
While the frequency of smartphone application downloads varied among
participants, the majority of them agreed that they all had a few select applications that they
used on a regular basis, such as social networking, banking, shopping, and gaming apps;
however, they were inclined to download new applications based on recommendations
from friends, family, and sometimes social networks. Very few participants actively
sought out new applications, but when they did, they would check the top applications in
their phones’ app stores. If an application was not useful or did not work properly,
participants noted that they would delete the application.
When it came to mobile application advertising, participants unanimously
associated this concept with pop-up advertisements. Some participants also related mobile
application advertising to YouTube and Pandora advertisements at the beginning of videos
or between songs respectively. In relation to these types of advertisements, participants
acknowledged the fact that these advertisements were mostly used in the free versions of
applications. If they really liked an application, they would be willing to pay for the full
version in order to remove the advertisements. A few participants also noted that they
would not pay more than $5 for any type of smartphone application. In some instances, a
few of the participants had actually downloaded an application based on an advertisement
they had seen. Downloads included restaurant, banking, shopping, and entertainment
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applications; however, the majority of participants had not downloaded any application
based on an advertisement they had seen.
Scan
The majority of participants either had Scan installed on their phones or had heard
about the application. Of those participants, only a few of them had actually used Scan.
Curiosity was the main driving force behind their use. One participant commented:
I just tried it out to see if it really worked.
Experiences with scanning QR codes varied. A few participants experienced
technical difficulties or the retrieval of inaccurate information with the Scan application or
similar applications, which deterred them from scanning QR codes all together. All of the
QR codes that were successfully scanned, though, led the participants to websites that
featured various content about products or businesses. These participants found the
application more favorable. In one case, a participant had a great experience with scanning
QR codes with Scan. She commented:
Well, actually, I hadn’t really used this that much until I had been looking for
apartments lately, and I found a little apartment guide… and it had QR codes in it,
which was really cool. For every apartment complex, I could use the Scan [app],
and it would pop up more information about the complex I was interested in.
Sometimes it was a direct link.... They had floor plans and prices and everything.
All that stuff was good for me.
RQ1a: Do Smartphone Users Perceive Scanning QR Codes with Scan as Useful?
Participants thought that Scan allowed them to access additional product or service
information quicker and easier via a direct link rather than typing in a long web address in
18

a web browser, searching on Google, or searching on Facebook for a product or service
page. This was the key feature of Scan’s usefulness. One participant noted:
It just immediately popped up. You didn’t have to follow a link anywhere or open
up a browser. It just automatically popped up for you.
Many participants said that they would only find this application useful for products or
services that they were already interested in purchasing or using; however, if a QR code
was not available for a product or service they were interested in already, they would
search for information on their own anyway. Curiosity also played a role, as some
participants mentioned that they might scan a QR code just to see what it linked them to or
to try out new technology. Despite this, though, the majority of participants did not think
the Scan app would improve their advertising experiences or make them remember
advertising content more. Several of them mentioned that they did not see QR codes
enough or see their friends scanning them often enough or ever to actually download the
application to their smartphone for use. One participant said:
You don’t see your friends pulling out their phones to scan stuff, and you generally
want to be doing stuff your friends are doing. You know your friends are on
Twitter, Instagram, and Facebook on their phones. That’s not the only reason
you’re doing it obviously, but that’s part of it. There’s not really a social aspect at
all [with scanning QR codes with Scan]. You don’t know what your friends are
scanning. Most of the time you probably don’t even care what your friends are
scanning. I think that kind of inhibits it from growing.
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In contrast, a few participants agreed with this response:
It definitely makes it more interactive and more personal in a way because it gives
you a part in the advertising experience, like you have to participate to make it
happen.
In the end, several participants did find the application useful because of its ability
to streamline the advertising experience through its quickness and ease of use; however,
they would like to see QR codes more often as well as see more people using the
application. Some participants also stated that the application would be more useful for QR
codes published in print rather than featured in commercials, and they would be more
useful out in public situations rather than in private.
RQ2a: Do Smartphone Users Perceive Scanning QR Codes with Scan as Easy to Use?
Participants agreed that learning how to use Scan was very easy, and it did not take
a lot of effort to become skillful at scanning QR codes with Scan. One participant noted:
There was really no learning curve. You just point your phone at it, and it scans it.
In some cases, though, the participants were concerned that Scan may not properly scan a
QR code. This was related to distance and the medium in which the QR code was featured.
As mentioned earlier, participants believed that it would be harder to get Scan to properly
scan a QR code in a television commercial than in a print advertisement.
Despite these concerns, the participants liked Scan’s simplicity and found its lack
of interaction as an asset. They also found scanning QR codes with Scan as a clear and
understandable process after the interactive tasks were completed within the focus groups.
One participant commented:
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When I first saw one of these, it was on a Wendy’s bag, so I wasn’t sure what it was
for or anything. But now I see what it’s for. I just thought the scanning app was just
for barcodes. I didn’t know it was for [QR codes].
Overall, all of the participants in the study perceived scanning QR codes with Scan
as easy to use. Between this and the application’s perceived usefulness, several participants
said that they intended to use Scan in the future to access additional product or service
information. Those participants said they would use it if they were really interested in the
product or service, if they started seeing them more, or just out of curiosity. Participants
who were already scanning QR codes with Scan said that they would continue to use the
application.
Shazam
The majority of participants did not have Shazam installed on their phones and had
not heard about the application. The participants that did have Shazam on their phones
exclaimed their love for the application with great enthusiasm. Two participants from
different focus groups both said:
I love Shazam!
Experiences with tagging audio with Shazam among participants were very similar.
All of them had used Shazam to tag audio from the radio or in a public place where music
was playing, but none had tagged audio from commercials. In fact, no one was aware that
Shazam could tag audio from commercials in addition to music. Two participants
commented:
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Participant 1: I did it with radio stations, but I’ve never used it with a commercial.
Participant 2: Yeah, I don’t think I’ve done it with a commercial. Just when I’m out
and hear something.
RQ1b: Do Smartphone Users Perceive Tagging Audio with Shazam as Useful?
Participants thought that Shazam allowed them to access additional product or
service information quicker and easier than typing in a long web address in a web browser,
searching on Google, or searching on Facebook for a product or service page. A few
participants thought that scanning QR codes with Scan was slightly quicker than tagging
audio with Shazam; however, most participants found that that Shazam was just as fast and
even easier to use than Scan. One participant noted:
I think that in some ways it would be better than the QR code. You wouldn’t have to
worry about getting a clear view of [the QR code] or anything. You don’t have to
point it. You can just push the button. So it might be kind of easier sometimes,
unless you’re somewhere loud.
Many participants said that they would only find this application useful for products or
services they were interested in that featured interesting music in their commercials. One
participant commented:
I think this is a more interesting way to advertise than the QR codes because it’s just
like a two-dimensional image, but people like music. They like seeing how it can be
used, so I think the fact that it’s being used for advertising and stuff like this is
pretty cool.
Another factor that made Shazam useful to the participants, especially in regards to the
advertising experience and the impact of the advertisements, was the retrieval of multiple
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options within the application and the ability to use the application while multi-tasking.
One participant noted:
One thing that I like about it is now days we’re all so busy, so just imagine yourself
doing several things at once, multi-tasking. You might have the TV on in the
background, and you hear a commercial or song or whatever. [With Scan] you have
to aim, point, and click, but this just listens. It will pick it up, so you don’t
necessarily have to be focused on that to utilize it, I guess.
In the end, participants were either indifferent toward the usefulness of Shazam or
found Shazam more useful than Scan when it came to their advertising experiences. They
preferred Shazam for commercials instead of scanning QR codes with Scan; however,
some participants who were already using Shazam said that they would only use Shazam
for music, not for advertisements.
RQ2b: Do Smartphone Users Perceive Tagging Audio with Shazam as Easy to Use?
Participants agreed that learning how to use Shazam was very easy, and it did not
take a lot of effort to become skillful at tagging audio with Shazam. Everyone’s interaction
with Shazam was clear and understandable. Two participants noted:
Participant 1: It’s easier because you don’t have to find the QR code. You can just
turn it on and get the audio.
Participant 2: Yeah, you just have to push a button.
In some cases, though, the participants were concerned that Shazam may not properly tag
audio. This was related to noise interference or the volume of the audio. Despite these
concerns, the participants liked that Shazam offered them multiple options within the
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application, increasing the flexibility of interaction with the application. The majority of
them preferred the options; however, one participant said:
I think I prefer [scanning QR codes with Scan] because I don’t really need all of
that extra stuff. I just want the basics. If I want more, I can always go look for more.
But the other one brought you directly to everything that you needed to know. I like
that better.
Overall, all of the participants in the study perceived tagging audio with Shazam as
easy to use. Between this and the application’s perceived usefulness, the majority of
participants said that they intended to use Shazam in the future to access additional product
or service information. Those participants said they would use it if they were really
interested in the product or service, if a commercial was really interesting or had good
music, and if it was convenient; however, the participants were more excited about using
the application for music instead. Participants who were already tagging audio with
Shazam said that they would most likely just continue using the application for music, not
necessarily for advertisements, unless there was a catchy song within an advertisement.
(see Appendix B, Focus Group Transcripts)
Conclusion
This exploratory study attempted to determine smartphone users’ acceptance of
Scan and Shazam as advertising intermediaries by exploring each mobile application’s
usefulness and ease of use, two predictors that influence behavioral intention and actual
use according to the Technology Acceptance Model. While the findings clearly showed
that all of the focus group participants found Scan and Shazam easy to use, their usefulness
as advertising intermediaries was not as easily uncovered. The ability for each application
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to quickly and directly connect a smartphone user to additional product, service, or
business information was the one function most participants found useful. Despite this
agreement among them, the majority of participants said that having the ability to scan a
QR code or tag audio from an advertisement would not increase the number of
advertisements interacted with by each individual.
Most participants said that if they were really interested in a product, service, or
business, then they would be more apt to use one of these applications to access additional
advertising information, and in some instances, curiosity alone would be a motivating
factor for actual use. In regards to Shazam specifically, participants also agreed that they
would be more likely to tag audio from an advertisement with Shazam if it had catchy or
interesting music in the advertisement. Participants noted that Scan would be more useful
for print advertisements, and Shazam would be more useful for television or radio
commercials, as most participants thought scanning a QR code in a television commercial
with Scan would be too hard to do.
Despite these findings, though, the majority of participants who did not have any
knowledge of Scan or Shazam said that they would not have known what the applications
were for had they not been educated about them during the study. In general, it seems as
though consumers do not know either application well enough yet to be used for their
advertising functions. Several participants mentioned that they would need more
instruction within an advertisement to be prompted to use Scan or Shazam, or they would
need to hear about the applications from friends or family. Ultimately, smartphone users
should be educated about these advertising intermediaries in order to demonstrate each
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one’s usefulness in regards to making purchasing decisions. This could help increase the
acceptance and actual use of each mobile application.
Future studies should focus on this aspect of the two advertising intermediaries as
well as stronger comparisons between other mobile applications that are being used for
advertising. Assessments could be made between QR code scanning and augmented reality
applications or music-identification applications such as Shazam and SoundHound, as the
latter application just implemented a new advertising platform called SoundHound for
Radio that is similar to Shazam for TV (Del Rey, 2013). As technological innovations like
these continue to shape the new and emerging advertising landscape, exploratory studies
like this one must be conducted to gauge consumers’ acceptance of new advertising
technologies to not only determine what currently works but to also predict what could be
effective in the future.
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Appendix A
Moderator’s Guide
Research Objectives


To assess participants’ mobile application use



To assess participants’ understanding of mobile application advertising



To assess participants’ perception of the usefulness of scanning QR codes in
advertisements with Scan



To assess participants’ perception of the ease of use of scanning QR codes in
advertisements with Scan



To assess participants’ intended use of Scan



To assess participants’ perception of the usefulness of tagging audio in
advertisements with Shazam



To assess participants’ perception of the ease of use of tagging audio in
advertisements with Shazam



To assess participants’ intended use of Shazam

Participant Profile
All participants are required to be between 18 and 24 years of age and daily users of
smartphone applications. At the time of each focus group, all participants must have
smartphones to participate in interactive observations.
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Focus Group Dates and Locations
Pre-test

February 28, 2013

3:00PM

MJ 208

Focus Group 1

March 1, 2013

3:30 PM

MJ 208

Focus Group 2

March 6, 2013

3:00 PM

MJ 208

Focus Group 3

March 7, 2013

3:30 PM

MJ 208

Focus Group 4

March 18, 2013

1:00 PM

MJ 100

Introduction (5 minutes)
Good afternoon, everyone! My name is Brittney Block, and I will be your focus
group moderator today. I would like to thank you all for coming. Please, feel free to grab
some pizza and drinks throughout the duration of the focus group, as this session will last
from an hour and a half to two hours. At this time I would like for all of you to take a
moment to look over and sign the consent form in front of you. Calvin will be transcribing
tonight’s responses, and we will also be recording via video and audio recorders. Your
responses will not be used outside of this study, and your names will not be associated with
your responses either. I will collect the consent forms at the end of the session. Does
anyone have any questions before we proceed with the focus group?
Mobile Application Use (10 minutes)
1. Tell me how often you download new mobile applications to your smartphone.
2. What mobile applications do you find most useful and easy to use?
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3. What comes to mind when you hear mobile application advertising.
4. Have you ever used a mobile application specifically to access more information about a
product as recommended by an advertisement? Tell me about that time.
Scan and QR Codes (20 minutes)
General.
SHOW IMAGE OF SCAN APP LOGO.
1. Is anyone familiar with the mobile app Scan?
2. Has anyone used Scan?
SHOW IMAGE OF QR CODE.
3. Has anyone scanned a QR code with Scan? Describe for me what it was like.
Interactive Observation.
For those of you who have never used Scan, it is a mobile application that acts as a barcode
or QR code scanner by using your smartphone’s camera. QR codes are just like barcodes
except they contain more data, which can link you to websites or contact information. QR
codes are currently being used in advertising to link consumers to many digital incentive
and non-incentive information. At this time, I would like for you all to download Scan to
your smartphone. Afterwards, I will play a commercial that features a QR code. You will
then be able to scan the QR code by accessing the Scan app, aiming your smartphone at the
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QR code, and tapping the scan button. The app may automatically transfer you to the
content.
PLAY QR CODE COMMERCIAL.
Usefulness.
1. Do you think that scanning QR codes with Scan enables you to access additional product
or service information more quickly? Compared to…
2. Do you think that the ability to scan QR codes with Scan would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
3. Do you think that scanning QR codes with Scan improves your advertising experience?
How so?
4. Do you think that scanning QR codes with Scan enhances the effectiveness of your
advertising experience? What does that mean to you?
5. Do you think that scanning QR codes with Scan makes it easier for you to access
additional advertising information? What if you couldn’t use this technology?
6. Overall, do you think that scanning QR codes with Scan is useful when it comes to your
advertising experience?
7. What could make scanning QR codes with Scan more useful?
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8. Is scanning QR codes with Scan only useful for exploring certain products or services?
Explain this to me.
Ease of Use.
1. Do you think that learning how to scan QR codes with Scan is easy?
2. Do you think that it is easy to get Scan to properly scan a QR code?
3. Do you think that scanning QR codes with Scan is flexible to interact with?
4. Do you think that your interaction with scanning QR codes with Scan is clear and
understandable?
5. Do you think it takes a lot of effort to become skillful at scanning QR codes with Scan?
6. Overall, do you think that scanning QR codes with Scan is easy for you to use?
7. What could make scanning QR codes with Scan easier to use?
Intended Behavior or Actual System Use.
1. Do you think you will scan QR codes in advertisements using Scan in the future?
Explain this to me.
Shazam (20 minutes)
General.
SHOW SHAZAM APP LOGO IMAGE.
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1. Is anyone familiar with the Shazam mobile app?
2. Has anyone used Shazam?
3. Has anyone tagged audio from a commercial with Shazam? Describe for me what it was
like.
Interactive Observation.
For those of you that have never used Shazam, it is a mobile application that listens to
audio through your smartphone in order to identify the origin of the audio. For example, if
it listens to a song on the radio, it will retrieve information about the artist as well as lyrics
or a link to download the song. The application is currently being used by advertisers to
link consumers from commercials to many digital incentive and non-incentive
information. At this time, I would like for you all to download Shazam to your smartphone.
Afterwards, I will play a commercial that features the Shazam icon. You will then be able
to tag the audio by accessing the Shazam app, aiming your smartphone at the source of the
audio, and tapping the Shazam button. The app should listen to the content and then
retrieve the linked information within the app.
PLAY SHAZAM COMMERCIAL.
Usefulness.
1. Do you think that tagging audio with Shazam enables you to access additional
advertising information more quickly? Compared to…
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2. Do you think that the ability to tag audio with Shazam would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
3. Do you think that tagging audio with Shazam improves your advertising experience?
How so?
4. Do you think tagging audio with Shazam enhances the effectiveness of your advertising
experience? What does that mean to you?
5. Do you think that tagging audio with Shazam makes it easier for you to access additional
advertising information? What if you couldn’t use this technology?
6. Overall, do you think that tagging audio with Shazam is useful when it comes to your
advertising experience?
7. What could make tagging audio with Shazam more useful?
8. Is tagging audio with Shazam only useful for exploring certain products or services?
Explain this to me.
Ease of Use.
1. Do you think that learning how to tag audio with Shazam was easy for you?
2. Do you think that it is easy to get Shazam to properly tag audio?
3. Do you think that tagging audio with Shazam is flexible to interact with?
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4. Do you think that your interaction with tagging audio with Shazam is clear and
understandable?
5. Do you think it takes a lot of effort to become skillful at tagging audio with Shazam?
6. Overall, do you think that tagging audio with Shazam is easy for you to use?
7. What could make tagging audio with Shazam easier to use?
Intended Behavior or Actual System Use.
1. Do you think you will tag audio in advertisements using Shazam in the future? Explain
this to me.
Closing (5 minutes)
This concludes tonight’s focus group. I will collect your consent forms as you leave. Thank
you all for your participation in this study. Please, feel free to approach me with any
questions you might have. Thank you again for your time and for your opinions.
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Appendix B
Focus Group Transcripts
Pre-Test, February 27
Mobile Application Use.
1. Tell me how often you download new mobile applications to your smartphone.
P1: Once a day.
P2: Probably once a week.
P3: It just varies. Like sometimes, I just added like a flashlight app because I had to
go in my attic, so I guess just when I need it. Maybe a few a month.
P1: I use them, download them on my phone then I just delete them.
P2 and P3 nod in agreement.
P3: Yeah, with like the games. I delete the games.
2. What mobile applications do you find most useful and easy to use?
P1: Facebook. Instagram.
P2 and P3 agree.
P2: Yeah, Facebook.
P3: Pandora.
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3. What comes to mind when you hear mobile application advertising?
P1: The little pop up that pop up. You have to buy the app to not get the pop ups.
P3: But you’ll use more features on the app, too.
4. Have you ever used a mobile application specifically to access more information about a
product as recommended by an advertisement? Tell me about that time.
P1: Yesterday. It was a picture, a designer. I was going down Facebook, and it was
like download something— it started with an “S”—so I was like okay. I went to the
app market and downloaded it. And I hate when stuff connects to my Facebook.
That’s mostly why I delete apps. And it wanted to connect to my Facebook, so I
deleted it. But that’s why I downloaded it because Facebook told me to.
P2 shakes head no.
P3: I downloaded a game once. I was playing one game, and it was like a
suggestion.
Scan and QR Codes.
General.
SHOW IMAGE OF SCAN APP LOGO.
1. Is anyone familiar with the mobile app Scan?
P3: You can like scan a barcode. Is that it?
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P2 shakes head no.
P1: I don’t have that app, but I have a barcode scanner. I have a Galaxy SI.
2. Has anyone used Scan?
All participants shake heads no.
SHOW IMAGE OF QR CODE.
3. Has anyone scanned a QR code with Scan? Describe for me what it was like.
P1: I tried to scan a QR code, but it didn’t work out.
P4 enters. Technical difficulties occurred with scanning the QR code on the
projector screen.
Usefulness.
1. Do you think that scanning QR codes with Scan enables you to access additional product
or service information more quickly? Compared to…
P2 nods in agreement.
P1: From what we’ve seen, yeah. If it directly grabs it.
2. Do you think that the ability to scan QR codes with Scan would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
P1 and P2 nod in agreement.
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P4: It would be more convenient.
P3: Maybe for stuff that I’m interested in. I wouldn’t just scan it because it’s up
there.
3. Do you think that scanning QR codes with Scan improves your advertising experience?
How so?
P3: Well, the speediness and the efficiency of it—you know I scan it and it takes me
to it instead of typing in Cars.com in the search engine.
P1: I like to think that you don’t have to remember the website and think about, “oh
I’ll go to it later,” when you can just go right to it while you have it in mind.
P4: Yeah, and it saves it on your phone, too, so if you want to browse through it
again, go to your history.
4. Do you think that scanning QR codes with Scan enhances the effectiveness of your
advertising experience? What does that mean to you?
P1, P2, and P3 shake heads no.
5. Do you think that scanning QR codes with Scan makes it easier for you to access
additional advertising information? What if you couldn’t use this technology?
P3: Well, it takes you right to the website as opposed to when you put it in the
search engine, you may get ten different “car” websites if you put in Cars.com. You
may get AutoTrader. But if you scan the QR code, it takes you to that specific site.
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P1 and P2 agree with P3.
P4: And it’s more interactive when you load it up.
6. Overall, do you think that scanning QR codes with Scan is useful when it comes to your
advertising experience?
P2 and P1 nods in agreement.
7. What could make scanning QR codes with Scan more useful?
P3: Probably to have it be easier to focus in on. Like the problem we had. If it’s on
TV, I mean that’s where most commercials are, you can’t—it should work better.
P4: Maybe if the QR code was on the whole time instead of three seconds.
P3: Or bigger. Or something
P1: Cause you have to go through your phone, find the app, get it on there, get it to
the TV.
Participants were also asked if direction was needed along with the QR code.
P3: I wouldn’t even know what it was for. It would make sense maybe at the end of
the commercial for them to kinda like say that. Just like put Cars.com and “scan
here” to blah, blah, blah. You know how they do those ads at the end with the little
iPhone symbol. So that would’ve been helpful.
P1: Yeah, because I mean you just see it pop up on the TV screen. You wouldn’t
think it works. So you wouldn’t even take the time to get up to go to it on the TV.
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P3: It almost looks like something is wrong with the picture. Rather than I’m
supposed to be like scanning this.
P1 and P2 agree. Group laughs.
8. Is scanning QR codes with Scan only useful for exploring certain products or services?
Explain this to me.
P3: I think it would be beneficial for anything, just what the consumer is interested
in. Like right now, I don’t need a car, so I would bypass it. But if I did, I would use
it.
P1: I think that the commercials with the old people falling and can’t get up, you
wouldn’t put it on that commercial because most old people don’t have a
smartphone to take it, so it would be a waste of time and money trying to put it on
there.
P4: More so like technology-based advertisements.
Ease of use.
1. Do you think that learning how to scan QR codes with Scan is easy?
P4: Yeah, you just press a button.
Group all agrees.
2. Do you think that it is easy to get Scan to properly scan a QR code?
P1: Well, from what your phone did, it looked easy.
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3. Do you think that scanning QR codes with Scan is flexible to interact with?
P1 mentioned earlier during technical difficulties that she wished should could
actually press her camera button when using the app.
P4: On some phone [apps], it will actually take a picture of it and save it on there.
P1: Like in the history?
P4: Yeah. But I guess on this app it didn’t. Maybe a capture.
P3: I actually don’t like that feature where I take a picture of something and it
automatically saves it to my camera roll. So I don’t know. Maybe if it was in the
history of that app. I hate when stuff goes to my gallery. If it’s just within the app,
then that’s cool.
4. Do you think that your interaction with scanning QR codes with Scan is clear and
understandable?
Group nods in agreement.
5. Do you think it takes a lot of effort to become skillful at scanning QR codes with Scan?
Group shakes heads no.
P4: No, I don’t think so.
Group laughs.
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6. Overall, do you think that scanning QR codes with Scan is easy for you to use?
Group nods in agreement.
7. What could make scanning QR codes with Scan easier to use?
P4: A bigger picture [of the QR code] like they said.
Intended behavior or actual system use.
1. Do you think you will scan QR codes in advertisements using Scan in the future?
Explain this to me.
P1: Yeah, now since we know you can do it. But Scan didn’t work [for me this
time], so maybe something else.
P2 agrees.
Shazam.
General.
SHOW SHAZAM APP LOGO IMAGE.
1. Is anyone familiar with the Shazam mobile app?
P3: Yeah, is that the music app? I think I had it for a little while.
P4: Yes. I still use it.
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2. Has anyone used Shazam?
P3: I’ve used it.
3. Has anyone tagged audio from a commercial with Shazam? Describe for me what it was
like.
P3: No. Just music.
P4: Music. And I think there was one time during a movie. It was Despicable Me,
and it was those little minions. You Shazam to interpret them. That’s what I used it
for.
Usefulness.
1. Do you think that tagging audio with Shazam enables you to access additional
advertising information more quickly? Compared to…
Group nods in agreement.
P1: Way better [than the Scan app].
P4: A lot faster, too.
2. Do you think that the ability to tag audio with Shazam would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
P1 nods in agreement.
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P4: I think at first since it’s a new thing.
P1: I’d do it because unlike the scanner you don’t have to get up and go to the TV.
You could just sit there and hold it.
P2: Yeah.
3. Do you think that tagging audio with Shazam improves your advertising experience?
How so?
P4 nods in agreement.
P3: I mean, if you’re watching a commercial, I don’t think it necessarily gives you
any extra information except for being able to go to the website quicker.
P4: If it have you the content you were looking for.
Group nods in agreement.
4. Do you think tagging audio with Shazam enhances the effectiveness of your advertising
experience? What does that mean to you?
P4: I think it does because there’s a tag and a history, so if I wanted to actually
delete it, I’d have to see it again. So I guess it would stick longer than usual.
P1 nods in agreement.
P3: I guess I’m just indifferent. It may. It may not.
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5. Do you think that tagging audio with Shazam makes it easier for you to access additional
advertising information? What if you couldn’t use this technology?
P1: Well, it gives us about the same information, but I guess it just depends on what
you like.
P3: And like she said, you don’t have to get up and go to the TV screen. You just
push the button, and it listens to it. Except maybe for background noise, which we
didn’t have in the situation, which may factor into picking up things.
6. Overall, do you think that tagging audio with Shazam is useful when it comes to your
advertising experience?
P4: I think so. I still use it today.
P1 and P2 nod in agreement.
P3: [It’s more useful than Scan] because I would probably use it for the music in
commercials.
P4: I actually use a barcode scanner to scan barcodes on products, too, [an
additional use].
P1: It’s way better than the barcode [because of its additional features/use].
7. What could make tagging audio with Shazam more useful?
P3: It’s pretty good [now].
Group nods in agreement.
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8. Is tagging audio with Shazam only useful for exploring certain products or services?
Explain this to me.
P4: Commercials with sound at least.
Group laughs. Everyone agrees.
Ease of use.
1. Do you think that learning how to tag audio with Shazam was easy for you?
Group nods in agreement.
2. Do you think that it is easy to get Shazam to properly tag audio?
Group nods in agreement.
3. Do you think that tagging audio with Shazam is flexible to interact with?
P1: Well, during an advertisement, because you know they have QR codes on
posters and everything. You can’t Shazam a bag.
4. Do you think that your interaction with tagging audio with Shazam is clear and
understandable?
Group nods in agreement.
5. Do you think it takes a lot of effort to become skillful at tagging audio with Shazam?
Group shakes heads no.
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6. Overall, do you think that tagging audio with Shazam is easy for you to use?
Group nods in agreement.
7. What could make tagging audio with Shazam easier to use?
Group nods in agreement that the app is already easy to use.
Intended behavior or actual system use.
1. Do you think you will tag audio in advertisements using Shazam in the future? Explain
this to me.
Group nods in agreement.
P1: I had never heard of it before.
P4: Just to see what pops up.
Group laughs and nods in agreement.
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Focus Group 1, February 28
Mobile Application Use.
1. Tell me how often you download new mobile applications to your smartphone.
P7: Every now and then. It depends on what’s out.
P4: Yeah, like sometimes I’ll get on a check to see if there are any new top apps or
whatever every few days to see if there is anything new and exciting.
P1: I’m pretty much into games a lot, so I just go in and look for new games and
stuff.
2. What mobile applications do you find most useful and easy to use?
P6: Maybe like banking apps, you know. You log into your bank account and stuff
like that.
P3: Maps.
P6: Yeah, GPS.
P1: The flashlight thing, too.
P4: Social networking.
P3: Twitter.
P7: Sports apps
P4: I use Google Drive if I have a Powerpoint or a Word document uploaded
through my Google account, I can view it on my phone, too.
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3. What comes to mind when you hear mobile application advertising?
P7: Maybe like advertisements on your apps. You know how you open an app, and
it has like certain advertisements on it, especially if they’re not the full version. So
you’ll have a lot of ads and pop-up ads throughout the game or whatever.
P3 and P4 nod in agreement.
P3: That’s what I was thinking.
4. Have you ever used a mobile application specifically to access more information about a
product as recommended by an advertisement? Tell me about that time.
P2 shakes head no.
P7: No, not really.
P6: No.
P4: I mean, I have like certain places I eat. Sometimes they will have mobile apps,
and you’ll see it like on the menu or on the bag or something. And that way I guess
I’ll know what’s on the menu at that place before I get there. I’ve gotten one
because of that before.
P1: Well, like he said. I bank with Regions, so you can just go straight in and look at
your account right from your phone.
Scan and QR Codes.
General.
SHOW IMAGE OF SCAN APP LOGO.
1. Is anyone familiar with the mobile app Scan?
P7: Yeah.
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P1, P2, and P3 nods head yes.
P4: I actually have it.
P7: I don’t have the Scan thing, but I heard about it.
P1: I heard about it.
2. Has anyone used Scan?
P3: I’ve used it before.
SHOW IMAGE OF QR CODE.
3. Has anyone scanned a QR code with Scan? Describe for me what it was like.
P3: I just did it to see if it would work. It was one of the ones with the lines.
P4: Yeah, I’ve used a QR code before. I used it with Scan. I just happen to have that
one. It’s the one I downloaded. A lot of businesses, they’ll have a QR code like on a
promotional poster or something, and whenever you scan it, if you’ve got a web
browser on your phone, it’ll link you to their website or to a site about that product
and it will pull it up and give you more information about the product. It’s a lot
quicker. If you see something and you want to know more about it, you usually
Google it, but that takes time out of your day and makes the process a little longer.
But if there’s a QR code there, you can scan it and get exactly what they intended
for you to find about their product.
Usefulness.
1. Do you think that scanning QR codes with Scan enables you to access additional product
or service information more quickly? Compared to…
P2, P3, and P5 nod heads yes.
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P4: It’s as quick as taking a picture really, only you don’t have to go back and delete
it later. You just open the app and point it at the code, and it does it right then. It’s
pretty instantaneous as long as you’ve got a connection to the internet.
P6: Pretty much.
P1: Pretty much what he said. Because I didn’t even have to hit scan like you said.
It just kind of popped up by itself, so I think that would be very quick, especially if
you were just on the go I guess.
Group agreed that it was also quicker than searching for a product’s Facebook
page.
2. Do you think that the ability to scan QR codes with Scan would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
P7: I think it depends, like if you’re interested in something, whatever’s being
advertised. So that way it would be faster. So like Cars.com, if you were interested,
you would probably scan the commercial. But if you’re not, then…But it would be
a good way if you were just interested in what was being advertised. It’s real quick
and easy to use, so even if you’re not interested, just having that QR code to scan,
you could just scan to see what’s being advertised or what the topic’s about or
anything.
3. Do you think that scanning QR codes with Scan improves your advertising experience?
How so?
P4: Yeah, it kind of makes it almost—it definitely makes it more interactive and
more personal in a way because it gives you a part in the advertising experience,
like you have to participate in it to make it happen. It’s almost like viral marketing
in a way.
P7: Yeah, it’s like more hands-on.
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P3: Well, I just kind of like, say if you’re just like looking it up, and you had to go
through all of this other stuff to get to it, then you probably wouldn’t do it. But with
this you can go straight to it.
4. Do you think that scanning QR codes with Scan enhances the effectiveness of your
advertising experience? What does that mean to you?
P4 nods head yes.
P4: It’s added effort as far as their advertising. It’s more that they’ve put into it, more work.
So I guess it seems like it’s more important to them and that the product actually means
something to them for them to use such an innovative means to get it to you.
P1: Yeah, I agree because I mean on the Cars, it kind of just like popped up, and usually
whenever I see that, usually it just kind of tells me that I need to check it out or something.
They put it up there for a reason. They must want you to go check it out for a reason.
P7: Yeah.
5. Do you think that scanning QR codes with Scan makes it easier for you to access
additional advertising information? What if you couldn’t use this technology?
P4: Yeah.
P1 nods head yes.
P7: It’s like, I just scanned the Sprite can. It’s like you can scan anything and just
instant information on it so. I don’t know how accurate it was though cause it said
this Sprite can was like $9.
6. Overall, do you think that scanning QR codes with Scan is useful when it comes to your
advertising experience?
P4: Yeah, it streamlines the whole experience, makes it easier, less effort from me
to get more information about what I want.
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P1: It would make me want to look at whatever the QR code is. For one, it’s quick,
and two, they put it up there for a reason, so they probably want you to check it out.
7. What could make scanning QR codes with Scan more useful?
P7: I think it’s another scanning app, I think it can help with when you work out it
can tell you the calories and stuff like that, so I’d say it could be more useful if it
gave you more accurate information instead of just telling you the price. It could
give you more information about the product being scanned.
P4: One thing I know someone used QR codes for was like, you know, whenever
you go to someone’s house or another building, they have their own Wi-Fi network
setup. There’s a site where you can go into and enter in the information for your
Wi-Fi network, and it generates QR codes, so they can just come in and that, and it
will log you into their network.
8. Is scanning QR codes with Scan only useful for exploring certain products or services?
Explain this to me.
P1: I think-- I don’t know if QR code are used for this, but I was thinking like if
there was like, Target, Wal-Mart, if you scanned something at Target it would show
you the price at Wal-Mart.
P4: Price comparison.
P1: Yeah, like price comparison.
P7: But then again, like he was saying, price comparison, but it wouldn’t be so
useful because you can look at the price already and see what the price is instead of
having to scan it unless they did do the price comparison as an added feature so you
would keep using it.
P4: They’re pretty versatile. I mean if it takes you or links you to a webpage, how
useful it is really depends on how well you’re using the webpage that it links to,
whatever features you include there. I’m just trying to think of examples.
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P1: I think maybe restaurants could probably use the QR codes. I was thinking if
you go and scan the QR code like it gives you a coupon or something like that.
Ease of use.
1. Do you think that learning how to scan QR codes with Scan is easy?
P7: Yeah, it’s real easy.
All other participants nod heads yes.
2. Do you think that it is easy to get Scan to properly scan a QR code?
All participants nod heads yes.
3. Do you think that scanning QR codes with Scan is flexible to interact with?
P1, P2, and P3 nod heads yes.
P7: I think it’s good.
P4: I think it’s a good balance. It’s in the right spot as far as how interactive it is.
4. Do you think that your interaction with scanning QR codes with Scan is clear and
understandable?
All participants nod heads yes.
P7: When I first seen these, it was on a Wendy’s bag, so I wasn’t for sure what itwas
for or anything. But now I see what it’s for. I just thought the scanning app was just
for the barcode thing. I didn’t know it was for this kind.
All participants agreed that more education about QR code/Scan use would make it
understandable for other users.
P7: Yeah, I think to explain like what’s the purpose and what you need to have to
make use of it.
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P4: Yeah, some sort of disclaimer.
5. Do you think it takes a lot of effort to become skillful at scanning QR codes with Scan?
All participants shake heads no.
6. Overall, do you think that scanning QR codes with Scan is easy for you to use?
All participants nod heads yes.
7. What could make scanning QR codes with Scan easier to use?
P7: No, not for our generation. We’re too techy. Probably not even for our elders
either. It’s too easy.
All other participants nod heads in agreement.
Intended behavior or actual system use.
1. Do you think you will scan QR codes in advertisements using Scan in the future?
Explain this to me.
P7: Yeah, probably so just for the fun of it.
P4: Yeah, I’ve had this app for a while, and it’s on one of my back pages of my
menu, so I kind of forgot about it until today. But I’m going to move it up now to
where I can see it more.
P1 and P3 nod heads yes.
Shazam.
General.
SHOW SHAZAM APP LOGO IMAGE.
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1. Is anyone familiar with the Shazam mobile app?
All participants shake heads no.
2. Has anyone used Shazam?
All participants shake heads no.
3. Has anyone tagged audio from a commercial with Shazam? Describe for me what it was
like.
All participants shake heads no.
Usefulness.
1. Do you think that tagging audio with Shazam enables you to access additional product
information more quickly? Compared to…
P4 nods head yes.
P7: It’s not as quick as the QR codes.
P3 nods head in agreement.
2. Do you think that the ability to tag audio with Shazam would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
P1: If you catch it in time.
P4: I think this is a more interesting way to advertise than the QR codes because it’s
just like a two-dimensional image, but people like music, and they like seeing how
it can be used. So I think the fact that it’s being used for advertising and stuff like
this is pretty cool.
P1: Yeah, I agree.
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All participants nod heads yes.
3. Do you think that tagging audio with Shazam improves your advertising experience?
How so?
P7: Yeah, if it gave me this many options, like more than just linking me to the site.
I’d say that definitely improves it.
4. Do you think tagging audio with Shazam enhances the effectiveness of your advertising
experience? What does that mean to you?
P7: Pay more attention to it.
All participants nod heads yes.
5. Do you think that tagging audio with Shazam makes it easier for you to access additional
advertising information? What if you couldn’t use this technology?
P4: Yes, like even if I’m not interested in cars but I think the commercial is funny,
as people do during the Super Bowl, I could just use Shazam. And if I want to show
a friend the commercial, I can just hit the share button and send them the
commercial.
6. Overall, do you think that tagging audio with Shazam is useful when it comes to your
advertising experience?
P4 nods head yes.
P1: Yeah, because it shows you that you can get the app and everything right down
here. So if you’re interested in it, then you might get the app for what you just
looked up.
P7: Yeah, because like the music, you can tag the audio, and it helps you remember
the commercial. So if it’s a commercial you like besides just liking the music or the
audio that’s in the commercial, you may like what they’re advertising. So it’ll help
you remember what the commercial is about. Sometimes the commercials can get
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the music or the skit in a commercial can overshadow what they’re advertising, so
you may forget about what’s being advertised during the commercial.
P4: Yeah, I agree.
P3 nods head yes. Group agrees that music finder feature makes it more useful, too.
P7: Definitely.
P4: I’ve got a friend who always asks me what songs are and sends me a few lyrics,
and having something like this would definitely make this a lot easier on them and
me.
P1: I guess it depends on where you’re at because if you’re like in a restaurant and
see a QR code, I mean it’s not going to sing at you. You can’t hit the Shazam on that
one. So you’re going to have to use the QR code on that one. But if you’re listening
to the radio, you can’t scan the radio for a QR code, so you Shazam.
Group laughs.
P1: I think the QR code does it quicker. It just goes like that. I mean Shazam is
probably fun because you’ll see it’s listening to it, and it will pop up. I guess
whatever your preference is. Whatever floats your boat.
P4: It would be easier to get the QR code I think because it’s up there longer, and
whenever you see the QR code you know you have to scan it, but whenever you’re
hearing the music, you could miss the Shazam icon. You would miss out unless you
have DVR.
7. What could make tagging audio with Shazam more useful?
P7: Maybe an alert to your phone if your phone is near.
P4: That would be pretty cool. Just make it to where it opens as fast as possible.
P7: Yeah, I actually wasn’t able to catch it.
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8. Is tagging audio with Shazam only useful for exploring certain products or services?
Explain this to me.
P7: I think it’s just for certain commercials. A commercial that has a certain song
on it that you may like or want to hear again. I feel like you’ll use Shazam for that.
But you wouldn’t use it for every commercial.
P4: Yeah, if it’s a catchy song there’s more incentive for you to listen to it, I guess.
That’s a big part of advertising anyway.
Ease of use.
1. Do you think that learning how to tag audio with Shazam was easy for you?
P7: Yeah.
P1: Yeah, you just have to push a button.
All participants nod heads yes.
2. Do you think that it is easy to get Shazam to properly tag audio?
All participants nod heads yes.
3. Do you think that tagging audio with Shazam is flexible to interact with?
All participants nod heads yes.
P4: Yeah, the options definitely made it more interesting and I guess fun to interact
with.
4. Do you think that your interaction with tagging audio with Shazam is clear and
understandable?
All participants nod heads yes.
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5. Do you think it takes a lot of effort to become skillful at tagging audio with Shazam?
All participants shake heads no.
6. Overall, do you think that tagging audio with Shazam is easy for you to use?
All participants nod heads yes.
7. What could make tagging audio with Shazam easier to use?
P1: I think just probably like the speed of it like he said.
P4: Just faster.
P1: People, you know, want things instantly. I was thinking also maybe like it could
spin on the screen to grab your attention or something. If it spins on the screen,
you’re like, “wait, what was that?” And then hit Shazam. But if it kind of just
flashes up there, you’re like, “aw, I missed it.”
P4: And it’s a blue icon, isn’t it? Because the QR code is black and white, so there’s
a lot of contrast there. And your eye picks that up pretty immediately. But with the
blue on that type of screen, I still haven’t seen it yet.
Intended behavior or actual system use.
1. Do you think you will tag audio in advertisements using Shazam in the future? Explain
this to me.
P7: Yeah.
P1, P2, P3, P4, P5, and P6 nods heads yes.
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Focus Group 2, March 6
Mobile Application Use.
1. Tell me how often you download new mobile applications to your smartphone.
P8: Not very often.
P3: I do it when I hear like something new.
P1: Yeah.
P7: I use the same ones.
P5: I download, like she said, every time I hear something new. Like, what’s
“trending” or cool or whatever.
P3: If I don’t like it or whatever, I just delete it.
P5: [I hear about it from] Twitter.
P3: Friends.
P4 nods head in agreement.
P6: Friends usually.
P2: Yeah, friends.
2. What mobile applications do you find most useful and easy to use?
P3: Facebook, Twitter, Instagram.
P1: Wanelo.
P7: Yeah. It’s like a shopping app. You buy things online from it.
P1 and P7 have made purchases from their smartphones before.
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P1: They have clothes. They have shoes.
P7: Yeah, they have everything.
P1: They have cases.
P6: Snapchat.
P5: Foursquare.
P6: There’s one that’s kind of new. It’s called Vine. It’s like video that’s quicker
than sending videos for text. And then Snapchat is like pictures, quicker than
picture messaging.
P8: I use one a lot that’s called Snap Seed. It’s like photo editing. It makes
Instagram filters look like crap. It’s really cool. I’m like a artsy guy, so I like
playing around with it.
P6: Like games, too. I know for a while there was a game I was playing called
Ruzzle. Most of those games wind up being like a month, tops. You play them all
the time, then you get sick of them.
3. What comes to mind when you hear mobile application advertising?
P3: Something cutting into my Pandora flow. It irritates me.
P8: Yeah, that’s what I thought of.
P6: Just all those ads you see while you’re playing games or apps.
P8: Usually there’s something you have to go through to get to what you actually
want. You have to pay if you don’t want the advertisement.
P4 nods head in agreement.
P3: Yeah.
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P1: I have [paid for apps].
P4: Sometimes.
P6: Nope. Very rarely.
P5: It depends on how much I like it.
P3: I’ve only paid for like two. And then of course like my iTunes.
P5: If I want to upgrade something and I really like it, then I will pay like $.99 for it
for an upgrade. Maybe. I’m cheap so.
P8: I don’t pay for anything.
P4: No more than $5.
P3: Yeah, I bought one that was like $14.99 only because I use the eBook for
French class, and I take my iPad in, and I downloaded this app called Puffin for a 14
day trial. But then it was like $14.
P1: I have that one. That’s the one I paid for. On the regular Safari, you can’t open
up a window. You can’t use the flash with it, and you can’t download it. You have
to have Puffin because it gives you a free reader.
P3: It shows up on the phone and the tablet.
P1 and P3 do not use the app on their smartphones.
4. Have you ever used a mobile application specifically to access more information about a
product as recommended by an advertisement? Tell me about that time.
P3: No.
P2: No.
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P4: Well, my devotional I have. It was one I was doing every day. Then there’s
another one just like for women.
P8: eBay.
P2: I saw one on Facebook the other day where you could paint stuff. And I thought
about that, but I never actually get around to doing it.
Scan and QR Codes.
General.
SHOW IMAGE OF SCAN APP LOGO.
1. Is anyone familiar with the mobile app Scan?
P6: Yeah. I had it, and then I deleted it.
P7: Yeah.
2. Has anyone used Scan?
P6: Like once.
P8: I had it, and I deleted it because I needed to use it for something and then I
didn’t need it.
SHOW IMAGE OF QR CODE.
3. Has anyone scanned a QR code with Scan? Describe for me what it was like.
P3: I mean, I used it to like price stuff in the store. But then I thought it was stupid,
so I took it off.
P6: Well, I found like a case of beer, like some of them you can scan it to see where
the brew master is from. But it was the wrong case.
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Usefulness.
1. Do you think that scanning QR codes with Scan enables you to access additional product
or service information more quickly? Compared to…
P4: As long as it was straight to the point, like see what you scan. That would be
good. And maybe if more people used it.
P5: I think the commercial was a good idea. Like the scanning is a good idea, just
because I used to see them. I used to have Android, so I wasn’t able to do that. Now
they have this. This is my first time scanning anything, so I think it’s really useful
how it like goes right to the website.
P4: It’s just the same [as typing in a search engine] unless it was something
difficult, but since this is just the beginning of Cars.com. [If it was a longer website]
that would be better. For something basic, it’s not easier when I could’ve just went
to beginning of Cars.com. But if it’s like longer, like “/thistypeofcar,” then yeah it’s
useful.
Participants also agreed that this was faster for Facebook page landing.
2. Do you think that the ability to scan QR codes with Scan would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
P8: Possibly. It would have to be something I was really interested in.
Participants agreed that they would use QR codes for coupons on the go.
P4: You’re already there, and it’s a suggestion. And if it’s not a hassle.
3. Do you think that scanning QR codes with Scan improves your advertising experience?
How so?
P5: I think it does. If I was advertising something, I would probably use one of
these along with—like if you had to click three or four links to get to a page, I think
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the QR codes would be good to kind of get to the audience quicker. For them to see
your product or see what it’s about or go to whatever—the website. I think it’s a lot
more beneficial.
P2: I’ve seen them on a lot of stuff in the last year. It doesn’t really make me want to
look at anything more.
P8: Yeah.
P4: It’s not quite convenient.
P2: I used to have an Android phone, and I tried doing it on that with an app that
was on there that was similar, and it didn’t scan anything.
P7: I knew you were supposed to scan these things, but I didn’t really know why.
So I guess I just didn’t know what they were for.
P4: Like what’s the point.
P6: People didn’t want to take the time to do it either.
P4: It’s like why even still—if we see a product we’re either going to already buy it
or not. Taking us to the website isn’t go to make us buy. Maybe if it was like a
sweepstakes or something.
P2: It’s like, “I’m just trying to buy a vacuum cleaner,” so I don’t know why they
just don’t print everything on the box instead of having that link to the website. I
don’t want to have to go to a website when I have the box in front of me.
P8: Yeah, if they just like highlighted the most important things like right in front of
you so you didn’t have to go [to the website]. If it’s something you’re interested in
and if it’s done correctly [I’d read it]. Like there’s a lot of advertisements where
they do a shitty job where it’s just like they hit you with every single thing. It’s like
when you have a teacher, and they’re reading off of a PowerPoint word by word,
like in these small paragraphs. There’s no point. That’s not what it’s for. That’s not
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what advertising’s for. Advertising’s like the main things and the stuff you have to
know, and it’s presented in a cool way that’s like, okay this is simple and easy to
understand.
P6: It’s all about appealing to whoever your target is. Kind of like what he was
saying.
P2: I compare prices on everything, so I read as much as I can.
P3: Yeah.
P4: Yeah.
P8: I mean, like on a surface level, I do that, too. But on the first instant, I want to
know about this. I don’t need the specifications, just the main stuff. I want to have
that right there. I don’t want to have to pull out my Scan app to [check it out].
4. Do you think that scanning QR codes with Scan enhances the effectiveness of your
advertising experience? What does that mean to you?
P4: I guess we don’t know since we don’t use it.
P3: Yeah.
P4: But maybe.
P1: Yeah, it would because if I wanted it, I’d have an easier way of getting it than
just taking the time to actually go to the store.
P8: I don’t know how good of a purpose it serves in a commercial because the QR
code was literally there for maybe five seconds. First of all, people don’t watch
advertisements religiously. Usually, that’s your whatever time. People aren’t going
to be like, “oh, hold up! Let me find Scan. Pause the TV.” Like nobody does that.
P1: And they’re not going to be looking for the code if it does come up.
71

P4: Maybe in a magazine or something.
P5 and P6 agree. Participants also agree that they would be more apt to scan QR
codes with Scan on a print medium than in a commercial.
5. Do you think that scanning QR codes with Scan makes it easier for you to access
additional advertising information? What if you couldn’t use this technology?
P4: Just being able to see it versus going to the store and checking it out or
something. You may see that you’re not even interested, so you don’t have to take
out the time to go do so once you look through it.
P6: I don’t know about easier, but it gives you another option available I guess.
P3: It can be convenient, yeah.
6. Overall, do you think that scanning QR codes with Scan is useful when it comes to your
advertising experience?
P4 nods head yes.
P4: Not quite yet though. Cause it’s not taking over. Most people haven’t heard of
it, don’t have the app, don’t care.
P5: We need to see more of them around because I only see maybe one of these a
week. I don’t see them at all. Maybe if they were more popular, people would be
like, “what the heck is that thing?” And then they’ll like ask someone, and they’ll
be like, “that’s a QR code. Scan it with your iPhone.” But that’s the problem. You
said that you’re Android wouldn’t do it. Mine couldn’t do it either, so if we were
able to scan it on any phone, [then yeah].
P8: I think it’s also like based on the society we’re living in. You don’t your friends
pulling out their phones to scan stuff, and you generally want to be doing stuff your
friends are doing. You know your friends are on Twitter, Instagram, Facebook on
their phones. That’s not the only reason you’re doing it obviously, but that’s part of
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it. There’s not really a social aspect at all [with scanning QR codes with Scan]. You
don’t know what your friends are scanning. Most of the time you probably don’t
even care what your friends are scanning. I think that kind of inhibits it growing.
It’s just something people won’t use a lot.
P4: That would be the only way it could survive.
7. What could make scanning QR codes with Scan more useful?
P6: More incentive.
P2 nods head in agreement.
P1: I would use it, say if I saw a pretty outfit on TV and it had a QR code. If it took
me straight to that outfit with the price, then I would use it.
P8: Yeah, instead of taking you to the home website.
All participants agree.
P1: If it takes me to the home website and then I have to look. No. If you take me to
what you just showed me, then I would [use it].
P4: Especially comparison of the prices. And then our generation likes feedback as
far as the social aspect, so it would have to have something where we could interact
in order for us to keep going back to it.
8. Is scanning QR codes with Scan only useful for exploring certain products or services?
Explain this to me.
P6: I think anything. This summer I was the orientation guy on campus, and they
were trying to pitch this new program to freshmen called Future You. It was kind of
a big fail I think. But anyway, they had QR codes on advertisements and t-shirts
around campus. I never used it, and I don’t think any freshman ever used it.
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Ease of use.
1. Do you think that learning how to scan QR codes with Scan is easy?
P8: There was really no learning curve. You just point your phone at it, and it scans
it.
P1: Yeah, I didn’t even know what I was doing and it still worked.
P3 and P6 agree.
2. Do you think that it is easy to get Scan to properly scan a QR code?
P2: If it messes up, you just rescan it.
P7: I didn’t even have to put it like quite over it, and it just vibrated.
P1: Me either.
3. Do you think that scanning QR codes with Scan is flexible to interact with?
P6: I like how it’s simple.
4. Do you think that your interaction with scanning QR codes with Scan is clear and
understandable?
P5: I guess this is my first time doing it, so I’m a little different than everybody else.
But I just think it depends on what you’re using it for. This is an example that I had
in my mind. If you’re in a grocery store and something is sold out, you could scan a
QR code to see where else it’s at or what kind of beer it is or where it’s made. I
mean, if you’re trying to find more information on a product, I think it’s worth
having it be there.
5. Do you think it takes a lot of effort to become skillful at scanning QR codes with Scan?
All participants say no.
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6. Overall, do you think that scanning QR codes with Scan is easy for you to use?
All participants say yes.
7. What could make scanning QR codes with Scan easier to use?
All participants say no.
Intended behavior or actual system use.
1. Do you think you will scan QR codes in advertisements using Scan in the future?
Explain this to me.
P3: Maybe if I’m interested.
P1: Just to see where it takes me.
P8: If I remember. You can’t be like in a hurry or have something to do.
P4: Which is always.
P8: Exactly.
P4: Especially if you’re just sitting there out to eat or something like you were
saying at first.
Shazam.
General.
SHOW SHAZAM APP LOGO IMAGE.
1. Is anyone familiar with the Shazam mobile app?
P1: Yes, I love Shazam!
P2: Yeah.
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P4: I haven’t used it in a long time.
P8: I’ve seen it many times, but I don’t know what it is.
P1: You don’t know what Shazam is?
P7: I don’t know what it is.
P1: Oh my gosh.
2. Has anyone used Shazam?
P1: Yes.
P4: Yeah.
P2: Yeah.
3. Has anyone tagged audio from a commercial with Shazam? Describe for me what it was
like.
All participants say no.
Usefulness.
1. Do you think that tagging audio with Shazam enables you to access additional
advertising information more quickly? Compared to…
P3: Yes.
P1: Yeah.
Group liked Shazam better than Scan.
P6: I feel like this would be a lot more useful than QR codes.
P1: It takes you straight to the point, like I said.
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P6: I was going to say, in like normal conversations you’re always wondering with
friends, “who sings that song?” That always comes up.
P8: And it’s just for like music?
Moderator explains additional uses, such as in commercials.
2. Do you think that the ability to tag audio with Shazam would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
P1: I wouldn’t use it for commercials, just music.
P2: Yeah.
P1 and P2 would use it in commercials if there was an interesting song playing in
it, not to get additional advertising information.
P8: See it has like a social aspect to it.
P6: Oh that would be good, too.
P1: Anything you Shazam, that goes under your tags. So let’s say you forgot a song,
you could go back to your tags, and it shows you what songs you Shazam’d.
P8: What if I’m embarrassed about the songs I’m Shazaming?
P1: Well, you can go back and delete them.
3. Do you think that tagging audio with Shazam improves your advertising experience?
How so?
P8: It took a while. It took longer than the QR code.
P6: Yeah.
P8: Mine came with options.
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P6: And I mean sure, if you really want to get that into it. Then you have those
options, and you can go from there.
Most were indifferent.
4. Do you think tagging audio with Shazam enhances the effectiveness of your advertising
experience? What does that mean to you?
P6: Yeah, because if it was successful, you would probably use it again.
P5: Yeah, you would always remember the song from the commercial.
5. Do you think that tagging audio with Shazam makes it easier for you to access additional
advertising information? What if you couldn’t use this technology?
P1: Yeah, it’s easier than looking it up on Google. Or even if it gives you options to
go online.
P5: I think so. [It’s easier than QR codes]. You don’t have to take your phone out to
scan something in public. You just kind of press the button.
P8: But at the same time, you might only have a song on there for a few seconds.
P2: I think they’re both easy, but people would like this more because it involves
music.
P8: And I’ve heard of Shazam. Like you said, you use it all of the time. So you
know people are using it. And obviously, from a design aspect, the Scan is just very
boring. You’re like, okay it’s a black and white barcode. You see Shazam. It’s got
this cool little S, like the music box coming up. So I think it also plays part in that. I
definitely like the colorful ones better. It would give me more of an incentive to
scan.
P3: Yeah, the black and white [QR code] kind of looks like crap.
P8: Like if you gave us three different sheets like this with QR codes, we wouldn’t
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know what the hell this is. But if it had a car in it, then we would know what it was
for.
P1: Yeah.
P8: Also on website or in a newspaper, you see the icons for Facebook, Twitter, and
the RSS feed, but you never see a QR code scanner, so you’re never going to be like
oh I should scan this with my phone. Maybe if they integrated that.
P6: Yeah, people need that direction sometimes. They have to be told step by step
what to do.
P8: It just depends what it is.
6. Overall, do you think that tagging audio with Shazam is useful when it comes to your
advertising experience?
P6: No, I think as far as advertisements go, I think you’re going to pay attention to
what you want to. But probably if it was a product I was interested in. Then I’d pay
more attention to it, try to know as much as I could.
All participants were really indifferent.
7. What could make tagging audio with Shazam more useful?
No responses. Participants liked features as is.
8. Is tagging audio with Shazam only useful for exploring certain products or services?
Explain this to me.
P8: I would say so. But I really only see Shazam being useful for music honestly.
Because I think a song is usually 3-4 minutes long, and a commercials is:30
seconds. So in that:30 seconds you have to be aware that if you want to find out
what song’s playing or what’s going on in the commercial, you have to pull your
phone out and have all that going in that time span, whereas if it’s a song, you can
kind of take your time. Like I’m liking this, and I want to know what it is.
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P1: I agree. I didn’t think about that.
P3: Yeah.
P1: [For a longer commercial] if you like the commercial and you have the time
when you realize you like it, then you can Shazam it.
P8: I mean, the thing about that is that for that minute, it would have to be a
consistent song or a rhythm or something. I can’t think of a commercial that does
that. You can only tolerate that for like :10 seconds.
Ease of use.
1. Do you think that learning how to tag audio with Shazam was easy for you?
All participants say yes.
P1: It’s the same thing. They’re both easy.
P3: It’s the same, but I prefer Shazam.
P5: I guess it depends if you’re a reader or a watcher. Like if you read a lot of stuff
like magazines or whatever, the Scan would probably be more convenient for you.
But if you’re constantly watching TV, listening to music, and wanting to know
about more music, then the Shazam would be better for you. It depends on the
person.
P1: Shazam does take longer, but it’s more convenient. Like I’d use Shazam a lot.
And I’ve probably only once scanned something.
P7: It doesn’t take that much longer [than scanning the QR codes] either.
2. Do you think that it is easy to get Shazam to properly tag audio?
All participants say yes.
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3. Do you think that tagging audio with Shazam is flexible to interact with?
P1: Yeah, you get to see what someone else tags.
All participants agree that it’s more flexible to interact with than scanning QR
codes with Scan.
4. Do you think that your interaction with tagging audio with Shazam is clear and
understandable?
All participants say yes.
5. Do you think it takes a lot of effort to become skillful at tagging audio with Shazam?
All participants say no.
P6: It’s about the same [as scanning QR codes with Scan].
P2: Yeah.
6. Overall, do you think that tagging audio with Shazam is easy for you to use?
All participants say yes.
7. What could make tagging audio with Shazam easier to use?
All participants say no.
P2: It’s come a long way because I had it a long time ago, and it wouldn’t pick up
commercials or like live stuff.
P1: Yeah, and it gave you options.
P8: I think one thing it could benefit from that I’m also not sure how you would do
it is if you somehow had the app running in the background so you didn’t even have
to go to the app but at the same time it would Shazam stuff that maybe you
wouldn’t want to Shazam.
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Participants liked this idea. They would like to set up preferences for what Shazam
would automatically pick up.
P8: When I hear something on the radio, I’ll like just make sure that I pick up like a
phrase that they say, and I’ll go Google it. But like you said, now I don’t have to.
Intended behavior or actual system use.
1. Do you think you will tag audio in advertisements using Shazam in the future? Explain
this to me.
P6: I’d give it a try and see how it works.
P1: If there was a good song behind the advertisement, I would.
P8: If it’s convenient. If you have your phone in your hand, and you’re like oh
there’s Shazam, and I haven’t used it since that meeting.
P2: Yeah, for me it would have to be like radio advertisements because I don’t
watch a lot of TV.
All participants agreed that they would just prefer to use Shazam for music, not
really for advertisements.
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Focus Group 3, March 7 and March 18
Mobile Application Use.
1. Tell me how often you download new mobile applications to your smartphone.
P5: Not often.
P6: Probably once a month.
P1: Probably once or twice a month.
P3: Maybe once a month.
P4: Probably the same. Once a month.
P2: I pretty much use the same apps. I don’t really download. It has to trigger
interest, so I don’t know. Not often.
P9: It kinda depends on other stuff, if I see someone else like tweeting about “oh,
this new app.” And I’ll be like “oh, okay, let me go download that.” I probably, at
least every day I do. And then I’ll delete it if I don’t like it.
P7 and P8 agrees.
P8: Yeah, I usually have a select few that I use on a regular basis, and then, until I
hear about something new that will help me, then I’ll download it to see if it works
as well as they say they do. [I usually hear about them from] my dad. He’s pretty
up-to-date on stuff like that.
P7: [I download when I hear about apps from] my friends mostly.
2. What mobile applications do you find most useful and easy to use?
P5: Twitter.
P6: Twitter. Instagram.
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P3: Twitter.
P2: Spotify.
P5: Facebook.
P1: Just like social media in general.
P4: Just anything social networking.
P6: I use like MapQuest and stuff a lot, too.
P5: Yeah.
P3: Games.
P8: I have one that I use probably all throughout the day—the Spotify app for
music. And I have the Weather Channel app a few game apps.
P7: The one that I use a lot when I’m at school or in class or when I’m doing my
homework is my dictionary app.
P9: A lot of mine are social. Instead of the Twitter app I have the Echo Font app. I
don’t know why. I just like it. And then I have like SnapChat, Instagram. Then I
have three different shopping apps-- ebay, Amazon, and this new one,Wanelo. I
like LinkedIn,. Banking app is really helpful. Then I actually have a gas buddy that
tells me the cheapest gas around and stuff like that. Urbanspoon.
P7: I have PayPal. So it tells me when I order something offline where it is. I can
track it and stuff.
P9: Amazon. IMDB. Flixster, which is to tell me movie times. YouTube and
Netflix. That’s about it.
3. What comes to mind when you hear mobile application advertising?
P2: Annoying.
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P1, P5, and P6 nod heads in agreement.
P5: Like the ads that they play before the YouTube videos.
P3: For me, it’s like when I go to download an app, and I can’t just download that
app. It will end up sending me all this other extra stuff that I have no idea about.
And it’ll end up sending me to my homepage on the phone. So I have to go back
and delete it.
P1: It makes me think of like games and stuff after you complete a level, it will pop
up.
P5: Yeah.
P8: Advertisements that pop up on your apps. Stuff they want you to click on, but
you never do.
P7 and P9 agree.
4. Have you ever used a mobile application specifically to access more information about a
product as recommended by an advertisement? Tell me about that time.
P4 shakes head no.
P1: No.
P3: No.
P6: I did for food once. It showed you like—if you were looking up a restaurant and
you typed it in, it would take you to that actual restaurant website.
P2: Ticketmaster.
P5 shakes head no.
P9: Yeah, I think I was watching American Idol last night, and they were like
“download this to….” And I just downloaded. That’s one of the things that I
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downloaded it, then tried it out, and then I deleted it. Yeah, I was like “I don’t want
this.”
P7: No, not me.
P8 shakes head no.
Scan and QR Codes.
General.
SHOW IMAGE OF SCAN APP LOGO.
1. Is anyone familiar with the mobile app Scan?
P1, P2, P4, and P5 nod heads yes. P3 and P6 shake heads no.
P8: Oh, yeah. Yeah.
P9: Yeah, I have an iPhone.
P8: I think it came with my original Droid, but it didn’t come with this one.
P7: Yes, I had downloaded that before, where I could scan things, but I didn’t use it.
So I just erased it.
2. Has anyone used Scan?
P5 nods head yes.
P1: I’ve used it once.
P2: I played with it.
P9: Well, I haven’t use the actual Scan app, but I have QR Reader.
P7: Yeah. I just tried it out to see if it really worked.
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SHOW IMAGE OF QR CODE.
3. Has anyone scanned a QR code with Scan? Describe for me what it was like.
P1, P2, and P5 nod heads yes.
P3: I’ve seen them before.
P4 nods head in agreement.
P6: I’ve never seen them before.
P2: Well, I was at this art exhibit, and they had these big posters. And the QR code
was at the bottom of each poster. When you scanned the poster, it told you about
the company and led you to the website.
P1: I have a poster that’s always had it in the corner, so when I got my smartphone,
I realized after a few days I could see what that was. And it brought me to—it was a
foundation, and it kind of just told me more about it, took me to the website.
P5: It was the same. We did it for English 1020.
All participants who used it said they liked it.
P2: It was kind of neat.
P5: Yeah.
P7: Yeah, that’s the kind I used, not the other [barcode].
P8 and P9 were both familiar with QR codes.
P8: Yeah, I’ve seen them.
P7: Well, I had a hard time like lining it up, so it wasn’t reading really good. And
then like it took me to a link or something of a website where you could, you know,
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flip through a magazine to see those and then it would take you to their website or
whatever.
P7 didn’t really like her experience with it because of technical issues.
Usefulness.
1. Do you think that scanning QR codes with Scan enables you to access additional product
or service information more quickly? Compared to…
P6: Yeah.
P4: Yes.
P2: Yes.
P6: It just immediately popped up. You didn’t have to follow a link anywhere or
open up a browser. It just automatically popped up for you.
P2: Yeah, you didn’t even have to type. You just…. Holds phone up.
P7: Yeah it’s pretty quick.
P8: Yeah.
P9: Yeah.
P9: Like if you actually had to go into a search and type in everything instead of,
you know, just scan it, and it’s right there for you.
P7: Yeah, it’s a direct link.
2. Do you think that the ability to scan QR codes with Scan would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
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P5: Yeah. Just because it’s really easy to do, and it kind of peaks my interest
because it’s something new with technology. I like new things with technology.
P1 nods head in agreement.
P2: I say no because I feel like if I’m not interested, I don’t care how new it is. I’m
not going to scan it. But if it’s something I’m interested in and I didn’t have this, I
would just go look it up. So it would be about the same.
P6: I feel like if the advertisement just popped up and it was something I wanted to
see, I would just go ahead and click on the advertisement instead of opening up the
app to scan it.
P8: Yeah.
P9: I don’t know. Maybe, to me, it’s like you don’t know what it is, so you want to
find out.
P7: It depends on like. Well, like, you know, how it was like the Cars or whatever.
Well, if I was like interested in the Cars then yeah that would be useful for me to
just scan it or whatever. But I don’t think I would really use it. I just don’t think I
would use it. I don’t know exactly why. I rarely look at magazines, and I don’t
really see these that much—the barcodes and things.
3. Do you think that scanning QR codes with Scan improves your advertising experience?
How so?
P5: Yeah, I guess I hate—I’m just lazy with phones in general. I hate texting. I hate
talking. So for me to just be able to open up something and it scans it. It’s easy to
use, and it peaks my interest.
P2: I feel like it depends on the situation. Like if I’m at an event and they have these
up, it’s neat to just scan and walk through to look at the website. But if I’m at home,
I don’t know if I would be as quick to scan something.
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P1: I feel the same as him. Like if I’m out somewhere and they have it on a poster or
something like at an event, then I’d be a lot more likely to use it.
P3: Yeah.
P7: No.
P9: Well, actually, I hadn’t really used this that much until I had been looking for
apartments lately, and I found a little apartment guide on the side by Fogelman.
And it had QR codes in it, which was really cool. Like, every apartment complex I
could use the Scan [app], and it would pop up like more information about the
complex I was interested in. So I think definitely for me. Obviously if I’m
interested in it, then that’s going to help out. Sometimes it was a direct link, but I
guess other times they didn’t have it set up correctly, and it was kind of hard to find.
But the ones that were good, you know, they had like floor plans and prices and
everything. All that stuff was good for me.
P8: If I were to start seeing those in more places more often then I might see it more
useful, but I never see them.
P9: Yeah, if I just saw it more.
P8: It would be if I just saw it more personally.
4. Do you think that scanning QR codes with Scan enhances the effectiveness of your
advertising experience? What does that mean to you?
P5: Yes.
P4: I think it would be the same.
P3: Well, I guess the last few questions linked together in a way because if I’m
interested in it and I’m going to use it, then I’ll probably remember it. And in the
app or whatnot, it makes it more accessible, easy, and convenient, whereas the
information may not be any more interesting than it would be presented in another
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way. It just makes it more accessible and fast. So I guess the quickness and
convenience of it is what would perhaps make the person more prone to look at the
information. And then from there, like I said, if they’re interested, then it will stick
with them.
P6: Well, it also had a history button on there, so if you looked at something and
were like, “oh, I saw that the other day, but I don’t remember,” you can hit the
history button and it will pull up the exact same thing.
P5: That’s helpful.
P9: Yeah, I’m a very visual person, so pictures are always good, like if it leads me
to a picture of something or, you know, like something that will stick in my mind. I
think that will definitely enhance advertising [effectiveness] for me.
P8: Yes.
P7: No.
5. Do you think that scanning QR codes with Scan makes it easier for you to access
additional advertising information? What if you couldn’t use this technology?
P3: You don’t have to think about anything but point and click. Or really, I didn’t
even click, did I? I just pointed.
P1: You don’t have to search for anything or try and find it. It’s just there.
P8: Yeah, I guess it’s quicker than typing a website in.
P7: Yeah, on Google and stuff. But like if I was just sitting at home or whatever and
I like had seen a commercial, I don’t think you could scan something like that’s on
TV. You saw how the barcode was like on the TV. I think you’d have to pause the
TV, and some people don’t have DVR or whatever.
P9: Yeah.
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6. Overall, do you think that scanning QR codes with Scan is useful when it comes to your
advertising experience?
P5: Yeah.
P2 nods head yes.
P6: I think the code’s kind of interesting. Like if I was out somewhere and saw the
code, I’d want to see what it would pull up. Because when I see this, I don’t know
what exactly it is. It’s just a bunch of blackness.
P5 nods head in agreement.
P6: I would need it to say QR. I don’t think I would just know automatically what it
was.
P3: Yeah, because I’d see it, but I didn’t know what it was.
P8: Yeah, I guess it’s quicker than typing a website in.
P7: Yeah, on Google and stuff. But like if I was just sitting at home or whatever and
I like had seen a commercial, I don’t think you could scan something like that’s on
TV. You saw how the barcode was like on the TV. I think you’d have to pause the
TV, and some people don’t have DVR or whatever.
P9: Yeah.
7. What could make scanning QR codes with Scan more useful?
P5: Just to have it say that it’s a QR code and to get the app for it.
P6: I think just to let you know that that’s what this picture is for. I think it would
need to say use your app for this, so you know.
P8: No, not than I can think of.
P7: I don’t think so.
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P9 shakes head no.
8. Is scanning QR codes with Scan only useful for exploring certain products or services?
Explain this to me.
P2 shakes head no.
P4: Yeah, I think anyone could use it.
P5: The problem is if you don’t have a smartphone. Some people don’t.
P2: Yeah, or they’re screwed.
P9: Probably. I don’t know what type of things that would be, but I feel like there
would be certain things that it would be great for then certain things it would be
weird for. But I don’t really know though what that would be.
Ease of use.
1. Do you think that learning how to scan QR codes with Scan is easy?
All participants nod heads yes.
P5: It wouldn’t be easy for older people. Well, they don’t know. Like I had to sit
there and teach my grandma how to use her flip phone the other day.
P8: Yeah, you don’t even have to click a button. You just put it over the thing.
P9: Yeah.
P7: Yeah.
2. Do you think that it is easy to get Scan to properly scan a QR code?
All participants nod heads yes.
P2: Maybe if the code or the ink or something was runny. I don’t know.
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P6: Or maybe like the distance, you know. How far away do you have to be from it
for it to pick it up. And then like if it is off of a TV, it might not always connect with
it.
P2: Because when you scan a product or something at the store that has the number
you can also put in, if this doesn’t work then you just don’t get the information
because there’s no number down here to put in.
P7: It works good if you’re looking through a magazine or whatever but on a TV,
no.
P9: Yeah, it would be hard.
3. Do you think that scanning QR codes with Scan is flexible to interact with?
P5: Just when the commercial’s over. You’re like, “oh, I have to get my phone.”
P8: There’s not much more to interact with.
P7 and P9 agree.
4. Do you think that your interaction with scanning QR codes with Scan is clear and
understandable?
All participants nod heads yes.
P7: Yes.
P8: Yes.
P9: Yes.
5. Do you think it takes a lot of effort to become skillful at scanning QR codes with Scan?
All participants shake heads no.
P6: Like we all picked up on it really quickly.
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P7: No
P8: No.
P9: No.
6. Overall, do you think that scanning QR codes with Scan is easy for you to use?
All participants nod heads yes.
P7: Yes.
P8: Yes.
P9: Yes.
7. What could make scanning QR codes with Scan easier to use?
All participants shake heads no.
P8: No.
P9: I don’t think so.
P7: No.
Intended Behavior/Actual System Use.
1. Do you think you will scan QR codes in advertisements using Scan in the future?
Explain this to me.
All participants nod heads yes.
P3: If it’s something I’m interested in.
P6: I would if the code stood out to me, and I was like, “oh, that’s what that’s for.”
Otherwise, I don’t feel like I would look for it. I wouldn’t know that’s what I need
to use it for.
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P8: If I start seeing them more, yeah.
P7: Yeah.
P9: I’m already scanning, so I’ll just keep scanning.
Shazam.
General.
SHOW SHAZAM APP LOGO IMAGE.
1. Is anyone familiar with the Shazam mobile app?
P6: Yes, I love it!
P2: I love it, too.
P9: Yes.
P7: Yeah. Well, I heard of it, but I don’t have it on my phone.
P9: I have it.
2. Has anyone used Shazam?
P6: Yeah.
P2: Yes.
P9: Yeah.
3. Has anyone tagged audio from a commercial with Shazam? Describe for me what it was
like.
P6: I did it with radio stations, but I’ve never used it with a commercial.
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P2: Yeah, I don’t think I’ve done it with a commercial. Just when I’m out and I hear
something.
P9: No, I haven’t. I haven’t thought about it-- doing a commercial. [I’ve used it for
the] radio. Like, what is this?
Usefulness.
1. Do you think that tagging audio with Shazam enables you to access additional
advertising information more quickly? Compared to…
P2: Yes.
P4: Yes.
P6: I think it’s about the same time [as scanning QR codes with Scan], but there’s a
difference when it pops up. When it popped up with the other app, there wasn’t a
picture. It was just like a bunch of words, which is less appealing. With Shazam, it
popped up with a picture and had smaller print words you could read.
All participants agreed that Shazam was just as fast as scanning QR codes with
Scan and that it was quicker than typing in a web address or searching on Google.
P7: Yes, I’d say this is quicker [than Scan]. And it would be beneficial for when
you’re watching TV.
P9: Yes.
2. Do you think that the ability to tag audio with Shazam would increase the amount of
advertisements you interact with? What are the advantages or disadvantages of that for
you?
P4 nods head yes.P2 shakes head no.
P6: No.
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P2 and P6 would just use it for music.
P1 and P4 shake heads no.
P4: If it’s like a tune in a commercial that I’m interested in or something or I
haven’t heard it in a long time, then yeah.
P3: I don’t know. It is more appealing. This option kind of gives you different
options, whereas the other pulled up the website and that was it. This one has
YouTube associated with that commercial, the website associated, so it gives you
various options instead of just that website.
P7: Yeah.
P9: Yes.
P8 nods head yes.
P7: With the QR codes, it takes more effort to try to get up to the TV or whatever.
And then with Shazam, all you have to do is hit the button and it listens to the TV.
P9: Unless you have to play it loud enough to hear it, but that might be the only
thing. And like she said, just being able to sit and press the button, you don’t have to
worry about using your camera.
3. Do you think that tagging audio with Shazam improves your advertising experience?
How so?
P4: If you’re already interested in the visual of the commercial and all I have to do
is Shazam it, it comes with a picture and stuff. That’s more appealing to me, more
interesting. And you don’t even have to find a QR code. You just turn it on with
anything.
P1: I think that in some ways it would be better than the QR code. You wouldn’t
have to worry about getting a clear view of it or anything. You don’t have to point
98

it. You can just push the button. So it might be kind of easier sometimes. Unless
you’re somewhere loud.
P9: Yes. I haven’t really thought about using it with advertising on television
before.
P7: Yeah, because some commercials they talk really fast, and you try to catch
everything they say. And sometimes you can’t.
4. Do you think tagging audio with Shazam enhances the effectiveness of your advertising
experience? What does that mean to you?
P6: I feel like the picture helps. I’m more of a visual person, so when I see the
picture, it helps me to remember it more, like this guy is connected with this
advertisement.
P3: One thing that I like about it is—now days we’re all so busy. So just imagine
yourself doing several things at once, multi-tasking, and you might have the TV on
in the background, and you hear a commercial or song, whatever. [With Scan] you
have to aim point and click, but this is just listen. It will pick it up, so you don’t
necessarily have to be focused on that to utilize it, I guess.
P6: One thing about Shazam, though, like before you said that, I didn’t know it
could do commercials. I only thought that it did songs.
P9: I think so. And with this, you know, this cool little thing came up that said
thanks for your Shazam. You just raised $1 for cars cares. So without even
knowing, I did that. So I think that’s really cool. If other places could have that in
their advertising, like little things to keep you coming back, I guess.
P8: There’s also, like, most people don’t even—they try to skip any and all
advertisements with pre-recorded stuff. I’m kind of the same way. I don’t really pay
attention to the ads on television that much, so I probably wouldn’t use it.
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5. Do you think that tagging audio with Shazam makes it easier for you to access additional
advertising information? What if you couldn’t use this technology?
P4: If you had to run to the TV to scan the QR code, this would pick up easier. You
wouldn’t have to run to try to hurry up to catch it. You only have to pick up a little
bit of audio versus focusing in on the QR code.
P5 nods in agreement.
P6: I think it’s easier than scanning it, but once you pull it up, like if you want to
read actual information , you have to click again. I think if it was already printed on
the [picture that pops up], then I wouldn’t click any further. But if it just had the
picture and I had to click again, I wouldn’t. I would just not care about reading the
advertisement.
P7: Pretty much the same. It makes it easy because you just hit the button, and then
it takes you right to the link. I say it’s easier [than Scan].
P8: It’s just a little bit easier, yeah.
P9: Yeah.
6. Overall, do you think that tagging audio with Shazam is useful when it comes to your
advertising experience?
P6: I like this one better.
P5, P4, and P2 nod heads yes.
P9: I think it does. It would be kind of hard to make these things not get
overwhelming. You don’t want to spend too much time on, “don’t forget to
Shazam,” instead of actually focusing on the ads. So I guess just keeping it in
moderation. That would be beneficial.
P7: Yeah.
100

P8 was indifferent because he skips commercials.
7. What could make tagging audio with Shazam more useful?
P6: I like how you can connect it with friends. If you find something you can share
it on their Twitter or Facebook page.
P5 nods head yes.
P6: I don’t think I’d put it on Twitter. Maybe on Facebook because there’s a lot of
links on there already.
Sharing on Twitter/Facebook was not an incentive for P1 or P2 to use Shazam with
commercials.
All liked the features of Shazam as it was.
8. Is tagging audio with Shazam only useful for exploring certain products or services?
Explain this to me.
P3: I think it can work for anything.
P7: Like commercials and stuff. I say it could work good for any product as long
as you have a commercial and website.
Ease of use.
1. Do you think that learning how to tag audio with Shazam was easy for you?
All participants nod heads yes.
P3: I think as far as easier, it’s not as easy [as scanning QR codes with Scan].
P6: It’s easier though because you don’t have to find the QR code. You can just turn
it on and get the audio. You don’t have to look for the code.
P2, P4, and P5 nods head in agreement.
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P2: Yeah, if you missed the code, you could still catch the audio.
P9: Yeah.
P7: Yes.
P8 nods head yes.
2. Do you think that it is easy to get Shazam to properly tag audio?
All participants nod heads yes.
P2: [You might have to watch out for] noise interference.
P9: Yeah.
P7: Yeah.
P8 nods head yes.
3. Do you think that tagging audio with Shazam is flexible to interact with?
P3: Well, I guess it might depend on the person because she mentioned like an older
audience, [more options] might deter them. It might be too much. They might get
overwhelmed like, “oh, what’s that link?” instead of just having it pop up to that
one site. For me though, I like it because I have the options.
P1: I think I prefer [scanning QR codes with Scan] because I don’t really need all of
that extra stuff. I just want the basics. If I want more, I can always go look for more.
But the other one brought you directly to everything that you needed to know. I like
that better.
P7: Yes, [better than Scan] because it’s just easier. It’s not hard to use.
P8: Yeah.
P9 nods head yes.
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4. Do you think that your interaction with tagging audio with Shazam is clear and
understandable?
All participants nod heads yes.
P7: Yeah.
P8: Yes.
P9: Yeah.
5. Do you think it takes a lot of effort to become skillful at tagging audio with Shazam?
All participants shake heads no.
P8: No.
P7 and P9 shake heads no.
6. Overall, do you think that tagging audio with Shazam is easy for you to use?
All participants nod heads yes.
P8: Yeah.
P9: Yeah.
P7 nods head yes.
7. What could make tagging audio with Shazam easier to use?
P6: I love it the way it is.
All shake heads no.
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Intended behavior or actual system use.
1. Do you think you will tag audio in advertisements using Shazam in the future? Explain
this to me.
P2: Maybe not commercials. I still probably won’t. Just for music.
P1: Probably not.
P4: I probably will. I’m just random.
P6: Yeah.
P3: Yeah, I’d probably use it. It just depends on the circumstances.
P6: I like it more for music, but if it was an interesting commercial, I might. I think
I would be more apt to use it in a commercial [because I like it so much for music].
P2 would not be more apt to use it in a commercial even though he likes it for
music.
P7: Yeah.
P9: Yeah.
P8: No.
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